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OFFICE MANAGERS’ 
CHECK LIST FOR 
EXECUTIVE SWIVEL CHAIRS 


VA Is it built for minimum maintenance, longest life? 


A chair that will take long, hard, daily usage in stride with next-to-no- 
maintenance calls for an all-welded Steel Frame for heavy-duty tilt-tension 
spring, shape retaining coil spring seat, wear resistant upholstery, oven- 
baked chip-proof finish (such as Royal Plastelle.) 


VA Is it comfortable? 


Nobody works at peak efficiency in a ‘‘straight-jacket”’ chair . . . day-long 
comfort calls for a wide, firmly upholstered seat... covered arm-rests are 
; a must. Height adjustment with positive locking device at the proper level 
“tailors” the chair to the individual. Tightly-curled hair filling “‘breathes”’ 
with every weight shift... 2voz'l build up body heat. 


} 
We Is it economical? 


Low first cost is always important in capital expenditures ... it might 
surprise you to learn that a chair with all the above features (the Royal 
1230) actually costs less than many non-upholstered, armless, non-tilt 
chairs! Combine this with the unusually long period of service you can 
expect, and negligible maintenance costs... you'll see why Royal is your 
best seating buy. 


THE STANDARD OF THE INDUSTR 


gives you all these fey $--@ 


UNMATCHED FOR SAFETY. Widest base, 27” overall, makes 
the Royal 1230 practically impossible to tip over. 


BUILDING? EXPANDING? REFURNISHING? 


Write for free illustrated better office seating 
folder and the name of nearby dealer who'll 
gladly help in your planning. 


ROYAL METAL MANUFACTURING CO. 
One Park Avenue, New York 16, New York, Dept. 4-D 


Serving more than ¢ O citi 


APRIL 


San Francisco’s First Western Bank Building 


Passes the Giant Janitor’s 


It takes a Giant Janitor to keep America’s most 
important buildings White Glove Clean. And 
our Giant Janitor service is the world’s largest 
cleaning force, as well as the best. 

ABM’s Calculated Cleanliness results from ex- 
haustive material testing, outstanding skill and 
experience—and most of all, a giant staff of well- 
qualified people under critical Supervision. For 


almost 50 years, ABM has serviced structures of 
all sizes, at reasonable cost. No job is too big, no 
job is too small. It is our pleasure to service 
First Western Bank buildings in many California 
cities, as well as thousands of other important 
buildings in the United States and Canada. We 
would be happy to put our tremendous store of 
information at your disposal, without obligation. 


World’s Largest Janitorial Contractors 


AMERICAN BUILDING MAINTENANCE CO. Throughout the United States and Canada 


A Division of T&S Industries 
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Filing and finding is 25% faster... 


and easier, too...with GF’s Super-Filer 


Ever had to wait and wait while a secretary struggled 
to find something in a file? Ever wondered why filing 
takes so much of her time? Then you'll like the GF 
Super-Filer. With its exclusive swing front, it reduces 
time spent on filing and finding by 25%. And because 
it handles so much more payload, Super-Filer 
requires 33% less floor space. Super-Filer does nice 
things for a girl’s morale, too—she knows you’ve 
made her job easier by giving her the finest file made. 

To boost productivity in your offices call on GF— 


America’s largest maker of metal business furniture. 
Only GF offers complete planning, design and deco- 
rator services that take into consideration, not just 
space utilization and work-flow, but the many human 
factors that make for efficiency. 

An informative booklet, “PLAN To Prorit From 
Your Orrice INVESTMENT”, is yours for the asking. 
Just call your GF branch or dealer, or write The 


General Fireproofing Company, Department D-11, 
Youngstown 1, Ohio. 


GENERAL FIREPROOFING 


SUPER-FILER + DRAFT-A-MATIC » SHELVING + PARTITIONS 


Cie MODE-MAKER, GENERALAIRE, 1600 LINE DESKS » GOODFORM CHAIRS « 
METAL BUSINESS FURNITURE 
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Workshop for management—ideas you can use right now. 


This roundup of management ideas—culled from experiences in barn ms one 
the country—will make 1 your job easier, your company more profitable. 


Cole of Federal Pacific—How to compete with the giants... 


Faced with the choice of withering before giant Rene tion or growing a 
meet the challenge, this small company gambled on growth. Here's how. 


Stop wasting your time, Mr. Executive .......... 


Many efficient managers are trapped into overtime aise nee waste time. 
Here's how to stop that costly waste, cut unnecessary hours on the job. 


How to use seven secrets of persuasion. . 


Selling is scientific. These findings of a Yale ania om jail fone can 
where to get a prospect interested in your product or service. 


Have you made your foremen men or mice? 


If your foremen are weak leaders, look for the Fale in management. tier. 
a checklist that may reveal the reasons for a lot of wasted potential. 


Lease it—don't buy it. | | 
The cash-conscious decay enamrts can Boren. ree eine vata fictil ner 
tax savings if he leases equipment. These cases show how. 


How to hold key men with deferred compensation... . 
Deferred compensation g gives key executives more ola at es cost Mie me 
company. And it gives answers to the executive's retirement problems. 


POW RUOLUSC PARITY CC PALTHOI hc ee, cece pe crane Ast Saigs ianoa cnn todeneegesaebnantens 
A reverse “S” partition solved this company’s problem: how to get maximum 
work space and an attractive, uncluttered reception room in a small space. 


How Owens-Corning speeds up inter-plant communications ...0...0..000.00. cc ceseeteeteeeeeees 


This teletypewriter communications system links nationwide Facilities $, gives 
improved service to customers, and eliminates costly manual errors. 


Departments and short features 
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NEBRASKA 


urAH | COLO. 


| KANSAS MISSOURT 


IN THE 


UNION PACIFIC 
WEST 


As we all know, the territory shown on the map always has been a 
tremendous source of agricultural products ... of raw materials for proc- 
essing and manufacturing. 

Today, due to its growth in population and wealth it has assumed new 
importance as a consumer market. 


This emphasizes the need for dependable, near-at-hand rail 
service ...noft only to transport raw materials but also to act 
as a carrier for finished products to distribution points within 
and beyond the western states area. 


This is the freight job that Union Pacific is well equipped to handle, in 
addition to providing modern passenger facilities. 
e es es 
Yes, there’s plenty of room for industrial expansion in the ‘Union Pacific 


West.” For further information contact your nearest U.P. representative 
or get in direct touch with— 


INDUSTRIAL 
DEVELOPMENT UNION 
DEPARTMENT PACIFIC 


UNION PACIFIC Arete 
Atbroatk. 


OMAHA 2, NEBRASKA 
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days before moving. 


Include old address as it appeared on previous 
issues (if possible send label from magazine). Do 


not depend on the post office to forward either the 
change of address or your magazine. 
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EAST 


NEW YORK 
Sheraton-East 
(formerly the 
Ambassador) 
Park-Sheraton 
Sheraton-McAlpin 
Sheraton-Russell 


BOSTON 
Sheraton-Plaza 


WASHINGTON 
Sheraton-Carlton 
Sheraton-Park 
PITTSBURGH 
Penn-Sheraton 
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DESSERT 


THIS PICTURE is a collector’s item. It 
shows about 50% of the Sheraton Sales 
Staff stationary and together. It’s difficult, 
you see, to catch them when they’re not 
in action — arranging for meeting rooms 
and banquet halls, planning menus and 
entertainment, handling a thousand- 
and-one details. And usually you’ll find 
them in 39 different cities, working won- 
ders for people with problems similar to 
yours. 

If you’re planning to hold your next 
sales meeting in a Sheraton city, put 
matters into their capable hands. There 


ok 
[A OV j00d reasons 


to choose a 
Sheraton Hotel 
for your next 
meeting 


tA Sheraton C invention Experts : 


are Sheraton Hotels almost everywhere 
— throughout the U.S. and in Canada, 
too. Sheraton specializes in convention 
service ...and has convention facilities 
that are varied and flexible. 


FREE PLANNING GUIDE and Check 
List of 149 Items — to help your next 
banquet or convention run smoothly. 
Write to: Sheraton Hotels, National Con- 
vention Office, Sheraton-Park Hotel, 
Washington, D.C. And ask how Sheraton 
ean be of service in solving your specific 
problems. 


OSHERATON HOTELS 


BALTIMORE 
Sheraton-Belvedere 


PHILADELPHIA 
Sheraton Hotel 


PROVIDENCE 
Sheraton-Biltmore 


ATLANTIC CITY 
Sheraton Ritz-Carlton 


SPRINGFIELD, Mass. 
Sheraton-Kimball 


ALBANY 
Sheraton-Ten Eyck 


ROCHESTER 
Sheraton Hoteb 


BUFFALO 

Sheraton Hotel 
SYRACUSE 
Sheraton-Syracuse Inn 
BINGHAMTON, N. Y. 
Sheraton-Binghamton 
(opening early 1959) 


MIDWEST 


CHICAGO 
Sheraton-Blackstone 
Sheraton Hotel 
DETROIT 
Sheraton-Cadillac 
CLEVELAND 
Sheraton-Cleveland 


CINCINNATI 
Sheraton-Gibson 


ST. LOUIS 
Sheraton-Jefferson 


OMAHA 
Sheraton-Fontenelle 
KRON 
Sheraton Hotel 
INDIANAPOLIS 
Sheraton-Lincoln 
FRENCH LICK, Ind. 
French Lick-Sheraton 


RAPID CITY, S. D. 
Sheraton-Johnson 


SIOUX CITY, lowa 
Sheraton-Martin 
Sheraton-Warrior 
SIOUX FALLS, S. D. 
Sheraton-Carpenter 
Sheraton-Cataract 
CEDAR RAPIDS, lowa 
Sheraton-Montrose 


SOUTH 
LOUISVILLE 
Sheraton Hotel 
The Watterson 
DALLAS 

Sheraton Hotel 
(opens early 1959) 
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AUSTIN 
Sheraton-Terrace 
Motor Hotel 


MOBILE, Ala. 
The Battle House 


WEST COAST 


SAN FRANCISCO 
Sheraton-Palace 


LOS ANGELES 
Sheraton-West (formerly the 
Sheraton-Town House) 


PASADENA 
Huntington-Sheraton 


PORTLAND, Oregon 
Sheraton Hotel 
(opens fall 1959) 


CANADA 


MONTREAL 
Sheraton-Mt. Roya 
The Laurentien 


TORONTO 
King Edward Sheraton 


NIAGARA FALLS, Ont, 
Sheraton-Brock 


HAMILTON, Ont. 
Sheraton-Connaught 


THIS IS A LOW-COST MOVABLE WALL SYSTEM 


designed for long-range economy 


as well as initial cost savings! 


You’re looking at the latest in low-cost movable 
walls. It’s the trim, new “HP” system by 
HAUSERMAN, 

Here is a modern movable wall system with 
HAUSERMAN beauty, quality and movability. 
And complete interchangeability of compo- 
nents assures 100% reuse when floor plans 
change. Full-flush appearance with single-line 
joints, underscored by your choice of color, 
elevation and combination of glass or steel 
panels, creates a design of striking simplicity. 

“HP” Walls are priced competitively with 


any other type of interior wall. And in addition 
to their low initial cost, “HP” assures you 
the full value you would expect from the 
leader in the movable wall industry. Backed by 
HAUSERMAN national lifetime service, “HP” 
will keep pace beautifully and economically 
with your changing needs. 

For details, call the HAUSERMAN representa- 
tive nearest you listed in the Yellow Pages 
under PARTITIONS.” Or write The E.. F. 
Hauserman Company, 7338 Grant Avenue, 


Cleveland 5, Ohio. 


T Gis 5 i2eik gen a a ares =F 

MOVABLE | THE E. F. HAUSERMAN COMPANY | Lue Lae 
| 7339 GRANT AVENUE, CLEVELAND 5, OHIO | 

H f d : 

HAUSE RMANT | ferernen sf Conoda ted. | 
Please send free ‘‘HP”’ literature to: | 
INTERIOR |... : 
WALLS Company Title 
Street 
|] Cr State | 
SS =i 


(Circle number 132 for more information) 


MANAGEMENT METHODS 


VERY DAY the “‘paper work”’ mounts. Never 

before in the history of business has the 

handling of detail been so important — taken 
so much of management’s time. 


But there’s a way to cut through this maze 
and to find more time for the really productive 


work. It’s a simplified plan by Shaw-Walker — 
| \ | () \ X “time-engineered”’ to organize every one of your 
ee8 papers for instant finding, no matter how big 


or involved your record keeping. 


A Finding is up to four times faster. Operating 

aal O if a tim e for costs for help are reduced. But most important, 
there’s less to hamper and delay decisions; 
management has more time to manage. 


For today’s cost- and time-conscious manage- 

i ) } anage ] } ent ment Shaw-Walker time-engineering research 
has now produced — Error-Proof filing sys- 
tems; Automatic Expanding file drawers; Work 
Organized “‘clutter-proof’’ desks; Step-Saving 
fireproof equipment; Time-Saving payroll 
plans; Efficient automation accessories; and 
Numerous Other Devices that facilitate re- 
cording, filing and finding of records. 


You can see them at one of our 17 branches 
or 470 dealers. Alternately, write for Shaw- 
Walker Office Guide which describes and prices 
all 4000 items. Request on business letterhead. 


“Built Like a 
Skyscraper” 


KE Largest Exclusive Makers of Office Equipment 
HAW- ALKER Muskegon 6, Mich. Representatives Everywhere 
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500 SHEETS 
WHITE 
Bx 11-5-10M 
SUB. 20 
GRAIN LONG 


NEW E-Z START REAM OPENER 


Only on EASTERN FINE PAPERS. Simple. Practical. Just lift the tab and pull. 
The ream of paper is open..No broken fingernails. No torn or cracked paper. 
Simplifies storage. Ask your-local supplier—or write direct—for test packets. 


ATLANTIC BOND « ATLANTIC DUPLICATOR « ATLANTIC MIMEO BOND e ATLANTIC OFFSET «© ATLANTIC OPAQUE 


EASTERN 


= E™ EASTERN FINE PAPERS 


EASTERN FINE PAPER AND PULP DIVISION 


EXELLLENCE STANDARD PACKAGING CORPORATION e BANGOR, MAINE 


IN FINE PAPERS 
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*Research study compiled by Records Management Institute 


DIT TO® “automatic” One-Writing Systems 
do away with this quick-change artist—fast! 


Here’s how. A specially trained DITTO Inc. systems representative surveys the special 
requirements of any operation in your business: order-billing, production control, 
purchase receiving, pay roll, etc. He then custom-designs the DITTO One-Writing 
Method to the exact needs of that operation. No survey or design expense. From the 
very first day in operation, the DITTO One-Writing System automatically eliminates all 
rewritings, does away with costly errors, saves substantially on time, work and 
money. For complete facts, mail coupon. No obligation. 


Loe | 
DITTO One-Writing Systems—the fastest, surest way to control 
paper work: one of your largest overhead costs. 


‘ctanintanteatanteateaieatenteaetedeelaematatetatemetetamateatn 


DITTO, INC, 6892 McCormick Rd., Chicago, Ill. 


a se sme Ee 


0 Please send me more information on the DITTO One-Writing Systenr 


0 Have a DITTO Business Systems representative contact me. 


Name, Title 


Address 
City Zone___State 


... the helping hand for modern business! 
(Circle number 124 for more information) 


APRIL 1959 


the lowest priced 
magnetic-belt 
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DICTATING 
MACHINE 


portable ‘ 
fully-automatic 


Eastern Western and 
United States Midwest United States 


STENOCORD PACIFIC 
OF AMERICA, INSTRUMENTS 


NC. CORP. 


sales and Service | Dept. F-58, 


World-Wide — 29 Broadway 7046 Hollywood Blvd. 
New York 6, New York Los Angeles 28, California 
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YOURS 


FOR THE 
ASKING 


These booklets—promotional and otherwise— 
contain ideas of possible profit to you. Each 
item listed will be sent to you without cost. 


FOR FREE COPIES, USE READER SERVICE CARD OR WRITE DIRECT 
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How to get into politics 


A leaflet published by the U.S. 
Chamber of Commerce describes that 
agency s new Action Course in Prac- 
tical Politics. 

An outline is given of the nine dis- 
cussion workshops that make up the 
course. Also given are questions and 
answers concerning how to organize 
the program. 

The course is designed to show 
businessmen how to get into politics 
and become effective in nominating 
and electing sound candidates to pub- 
lie office. 


For a free copy of this timely leaflet, 
circle number 286 on the Reader 
Service Card. 


WwW 


About mailing regulations 


“Handy Guide of Postal Rates, Reg- 
ulations and Envelope Specifications” 
is offered by Connecticut Valley Paper 
& Envelope Co. 

It is a simplified digest of up-to- 
date rates and rules for all types and 
classes of mail. Several easily read 
charts are included. 

The 32-page booklet gives data on 
various types of envelopes and other 
helpful mailing hints. 


For a free copy of this pocket-sized 
guide, circle number 256 on the 
Reader Service Card. 


ww 


Quick letter answering 


A leaflet explaining how to use your 
Thermo-Fax Secretary copying ma- 
chine to answer letters is offered by 
the Minnesota Mining and Mfg. Co. 
Key to the process is a pad of gum- 
med labels. These “short note reply” 
stickers can be affixed to an incom- 
ing letter, your comment or answer 
jotted down on them, and the original 
letter with its “SNR” label copied in 
seconds by the Thermo-Fax machine. 


12 


Within minutes the original letter with 
its reply is on its way back to the 
sender, and the copy is ready for filing 
in your office. No dictation is involved, 
your secretary's time is saved and you 
have given your personal touch to an 
otherwise mechanical operation. 


For a free copy of this time saving 
system, circle number 282 on the 
Reader Service Card. 
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Direct mail— how, when, what 


A 16-page booklet, offered by 
Bruce, Richards Corp., explains the 
many ways direct mail can be used 
profitably in any business. 

It details every phase of this adver- 
tising medium from what it is, to 
when and how it should be used. 


For your free copy of “Direct Mail 
Advertising’ write Bruce, Richards 
Corp., 250 Fourth Avenue, New York 
City 3. 
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Guide to interior fire control 


Here is a colorful 28-page brochure 
describing and illustrating every type 
of modern interior fire control product. 
This booklet is published by the Fyr- 
Fyter Co., Dayton, Ohio. 

Included is information on auto- 
matic sprinkler, carbon dioxide, dry 
chemical, foam and smoke detection 
systems. Details on hose and _ extin- 
guisher cabinets, valves and connec- 
tions, a review of all late-model ex- 
tinguishers and facts on hundreds of 
other important fire control accessories 
are carefully presented. 

Written portions of the brochure 


are devoted almost entirely to specifi- 


cations and operation descriptions. 
Installation diagrams, component cut- 
aways and dimensional drawings are 
used throughout. 


For a free copy of this comprehen- 
sive booklet, circle number 285 on the 
Reader Service Card. 
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How to plan 
foreign operations 


Executives—interested in new profit © 
opportunities in the expanding mar- — 
kets of Western Europe will want to — 
read “Planning Foreign Operations for 
the European Common Market.” 

Prepared by Management Consult- 
ants Booz, Allen & Hamilton, the facts 
presented are amply supported with 
graphic charts. 

For a complimentary copy of this 
14-page brochure, circle number 293 
on the Reader Service Card. 


wy. 


Southern plant site 


For firms looking for a southern 
plant site, a new folder published by 
Adam-Cates Co. will be of interest. 
It presents information on the new 
800-acre Fulton Industrial] District, 
near Atlanta. Two maps illustrate the 
district’s proximity to truck, rail and 
air facilities, and data on available 
public utilities is also included. 


For a free copy circle number 283 
on the Reader Service Card. . 
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How to measure a good report 


“Seven Marks of a Useful Report” 
lists the essentials a report must have — 
to serve as an adequate ee 
tool. 

Published by Ross Martin Co., i 
also discusses common mistakes madé 
by managers in issuing and using re- 
ports. Actual cases are cited. 

The booklet also includes 15 check 
points on the total cost of a report 
from initial gathering of data to the 
storage of the completed report. 


For a free copy of this booklet on 
report-making, write to Ross Martin 
Co., Box 800, Tulsa. 
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FIGUREWORK PRODUCTION 


CASH OUTLAY DOWN 


eee when you take advantage of a MARCHANT installment or lease plan 


Here are practical, visible results of putting Marchant 
calculators and adding machines to work under your 
choice of five installment and lease plans: 


1. Speedy reduction of your figurework backlog. 
2. Shortened output time for your regular figuring day 
in and day out. 3. New time for needed figuring that you 
have never been able to get around to. 4. Small initial 
cash outlay and low monthly payments, both allowing 
you to save cash reserves for timely use. 


You can choose from three “Pay As You Save” plans— 


monthly payments for 6, 12, or 18 months—to own the 
machines you need. Or, you can have constant use of ma- 
chines under a perpetual lease or lease with option to buy. 

For information about the Marchant equipment and 
plan that will give you maximum figurework and cash 
advantages, call any Marchant office or send the coupon. 


AS LITTLE AS $23.75 A MONTH 


puts a new Marchant calculator to work for you right 
away ...and it’s only $18.00 a month for the Marchant 
10-key, electric adding machine. 


See how typical firms are now using the Marchants they needed, by taking advantage of installment and lease plans 


6 MONTHS PLAN 


Chosen by a wholesale grocery 
house when it was ready for two 
more Marchant Figurematic cal- 
culators to handle the mounting 
figurework required in serving its 
growing list of accounts. 


12 MONTHS PLAN 


A general contractor is buying a 
Marchant Deci:Magic under this 
plan. The model was chosen for 
its features that make estimating 
and other complex figurework 
easier, faster and 100 percent 
decimal-safe. 


18 MONTHS PLAN 


Selected by an electrical distrib- 
utor that wanted another Mar- 
chant ‘“‘Twin-Set’’ Figurematic 
for multiplying items by prices, 
getting each extension and the 
accumulated total simultaneously 
—in a single automatic operation! 


PERPETUAL LEASE 
(Monthly Rental Payments) 


A small manufacturer prefers this 
means of acquiring a new Mar- 
chant Figuremaster. He has 
modernized his equipment and at 
the same time is conserving his 
limited working capital. 


LEASE WITH OPTION TO BUY 
(Monthly Payments) 
A retail chain has put in 10 Mar- 
chant Retail Specials on this 
basis, for daily figurework and on- 
store inventory. Retail Specials 
multiply quantity by price, de- 
liver individual or accumulated 
total during actual entry of price. 


12 MONTHS PLAN FOR 
ADDING MACHINE 


This is how a real estate and in- 
surance agency is buying its Mar- 
chant Adding Machine to improve 
customer service and streamline 
bookkeeping. 


MARCHANT CALCULATORS, OAKLAND 8, CALIFORNIA 


Please send us more information on Marchant’s 


MARCHANT CALCULATORS | ms. 2r2s: mor oto ea noroone 


ia 
Division of SMITH-CORONA MARCHANT INC. C] Perpetual Lease Plan 
OAKLAND 8, CALIFORNIA _] Lease With Option To Buy 


D-4 ° 
NAME 


Modern Management Counts on Marchant 


PLEASE ATTACH COUPON TO YOUR BUSINESS LETTERHEAD 


(Circle number 137 for more information) 
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) EW for forms-handling 


with ‘small quantity’ detaching jobs — where there are onds! A simple twist of the control 
wheel and you are ready to detach. 
Read the whole story in our booklet— 
for a copy call the Moore man or write 


the Moore office nearest you. 


| Economical operation makes SPEEDITACHER ideal for offices Finger-tip controls for different form sizes are set in sec- 
l 
; 
| 


varying sizes of forms to be detached—where peak loads 
require supplementing heavy-duty equipment. 

It’s streamlined —it’s compact—it’s portable so that you 
can take SPEEDITACHER right to each form-detaching job 


location. Put it on a table—on a desk—plug SPEEDITACHER Moore Bustness Forms, Inc. Niagara Falls, N. Y., Denton, Texas: 


Emeryville, Calif. Over 300 offices and factories across 
U.S.,Canada,Mexico,Cuba, Caribbean, Central America. Wook ; 


in and it’s ready to go to work for you! Loading is as simple 
as putting a form in a typewriter. 


® 
Build control with 
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onveni w-cost coin 
changers can cut from 3 to 6 minutes a day péF, 
employee off that high-cost coffee break time. 
Coin changers can also be used to speed 
movement through automatic cafeterias. 
Sturdily built of heavy gauge steel, easy to 
mount and holding up to 1,000 coins, 
STANDARD CHANGE-MAKERS come in 
24 different models, manual and electric, 
dispensing various combinations of coins. 
Select the machine or machines to fit your need. 
Write today for full information. 


Write: 


Standard Change-Makers, Inc, 
422 E. New York St. 


Indianapolis, Indiana 


World's largest manufacturer of separate 5¢, 10¢, 
25¢ and 50¢ coin changers. District offices in 
17 major cities throughout the United States. 
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PURCHASE JOURNAL 


If your business posts 200 statements a month, you do. And now Monroe offers you an accounting 
machine—the President—priced especially for the small businessman. Accounts receivable, 
accounts payable, payroll—three of the biggest accounting jobs and this one machine handles 
them all. A simple twist of the control knob changes from one operation to another... you 
can be sure of error-free posting and neat printed statements ...and the President’s speed 
saves you time—and money. Yet the cost for such big business performance is hundreds of 
dollars less than other accounting machines in its class. The President actually establishes 
a new ratio between what you pay and what you get. 


It’s not always easy to find the day when a small busi- Va 
ness really comes of age, but one measurement is its (=) 
accounting methods. The day you buy a Monroe ac- o ] 


counting machine is the day you buy prestige account- M res N R O E 
ing—the day you know you're running your business 
efficiently ... economically ... like a big business. / 


Call your Man from Monroe today to see the President @ nv 


in operation. Models start at $750. sain a eens 
ADDING - ACCOUNTING 


DATA PROCESSING MACHINES 
Monroe Calculating Machine Company, Inc., Sales and service in principal cities everywhere. General offices, Orange, N. Ju 


A DIVISION OF LITTON INDUSTRIES: 
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Tax quiz 


A digest of recent court cases compiled by Benjamin 
Newman, Tax Attorney, Koenig and Bachner, New 
York. 


THE QUESTION 


A company made under-the-table payments to an 
officer of a lending institution in order to obtain loans. 
Are the payments deductible as expenses? 


The facts—A company needed some cash. While nego- 
tiating for loans, the company stacked the cards in 
its favor by making secret payments to an officer of a 
lending institution. In return, the officer used his in- 
fluence to arrange the loans. 

Later, the company listed these “under-the-table” 
payments as charges to loan financing. It asked the 
advice of the Commissioner of Internal Revenue as 
to the legality of deducting the payments from income 
as ordinary and necessary expenses. 


The ruling—The commissioner said the payments 
could not be deducted. The ruling allowed that the 
payments might be necessary, since they aided the 
company’s growth, but they were made in secret and 
the officer who accepted them had no authority to 
do so. Consequently, the payments were ruled not 


normal, usual and customary—and not “ordinary.” 
(Revenue Ruling 58-525, I. R. B. 1958—43, 10.) 


THE QUESTION 


An accountant signed the name of a man’s wife to a 
joint income tax return, with her knowledge, but not 
her consent. Is she liable for income her husband failed 
to report in that return? 


The facts —A married taxpayer filed a joint return, in- 
cluding his wife’s salary along with his income. The 
signature on the return purporting to be his wife’s was 
actually written by the husband's accountant. Although 
she knew of the signing, she never gave the accountant 
authority to do so. When the Internal Revenue Service 
received the return, it was unaware of the fact that 
the wife had not actually signed it. 

Later, the service found that the taxpayer had failed 
to report much of that year’s income. A tax deficiency 
was assessed. His wife refused to honor the assessment, 
claiming she had not signed the return, 
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No, Boss — the boys are going strong — 


I'm talking from a — 


es 


>, BURGESS-MANNING ACOUSTI-BOOTH 


e 
e e 
COOP CH CCC E EEE THEE EEE ESO HEHE OBESE OEOS BO8%" 


Rat-a-Tat-Tat or Boom, 
Boom, Boom — The 
Burgess-Manning 
Acousti-Booth is a real 
isolation room. 


Write for 
Bulletin A-142-2Y 


5970 Northwest Highway, Chicago 31, Ill. 
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YOUR MOST VALUABLE 
_RAW MATERIAL 
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Keep accurate time control records of your payrolls and jobs 
with a Lathem Time Recorder. Lathem Recorders feature 
oversize face with extra large numerals for easier reading, a 
wide choice of time registration, electric drive with self-start- 
ing synchronous motor, phosphor bronze type-wheels en- 
graved and guaranteed for life. Lathems cost less to buy, less 
to maintain and are adaptable to special requirements. 


SA ies 
T ~ LATHEM TIME RECORDER CO. 66 Third Street, N.W., Atlanta,Ga. | 
! Gentlemen: Please send me full information on the Lathem Time 
I Recorder, at no obligation to me. | 
| NAME TITLE 
1 COMPANY ADDRESS ; 
I 

TY. STATE =a ' 
Lies a Rea ES ae pean ay Ge SR ST PTR as 
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Diversity means Stability 
in JACKSONVILLE, Florida 


Diversified industry and commerce provide a stable 
economy in Jacksonville. Among new or expanded devel- 
opments of 1958 are: 

INDUSTRY-—Trailmobile, Inc., Jacksonville Paper Co., 
Winn-Dixie Coffee Co., St. Regis Paper Co., Amica- 
Burnett. 

COMMERCE-Southern Bell Telephone & Telegraph 
Co., Carolina Life Insurance, new $6 million Hotel Robert 
Meyer, Hotels George Washington and Mayflower, motels, 
Sears, Roebuck’s largest, $3,325,850 store, Atlantic Coast 
Line’s $9,250,000 headquarters, purchase of leading local 
department store by the May Company of St. Louis. 

CONSTRUCTION—More than $90,000,000 of construc- 
tion. 

INSURANCE-—Florida based companies and regional 
home offices of major national insurance companies col- 
lected more than $331,500,000 in premiums through 
Jacksonville. 

Thus this great seaport and distribution center offers a 
broad-based stable economy. All relocation factors, includ- 
ing ample labor, are highly favorable. 

For any southern operation check Jacksonville. Avail- 
able: “The Jacksonville Story,” a fact-filled report. Also 
a confidential survey to your specifications. 


Ideal Every Day for Work and Play 
The City of Jacksonville, Florida 
Electric and Water Utilities 
The Committee of One Hundred 
Jacksonville Area Chamber of Commerce 
604-M Hogan Street Telephone: Elgin 3-6161 
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FOR YOUR NEXT 
CONVENTION OR 
VACATION 


PREMIERE 
SEASON 


lonia 


ST. PETERSBURG BEACH 


— $2 


% Directly on the Gulf of Mexico % 200 Magnificent 
Rooms and Apartments at Reasonable Rates 
PUA 


% 300-ft. Private Beach % 2 Pools » Coffee Shop 
% Dining Room »%& Cocktail Lounge + Delicious Food 


= FE 

= ¢ 

< < 

% All-Star Entertainment % TV and Movie Theatre 2 PERFECT 3 
% Dancing % Diversions for Tots and Teenagers 2 3 
%& Free On-Premises Parking Right at Your Door 2 Z 
3 2 ALL YEAR: 

oe rl 

For Color Brochure 3 " 2 

Member Fi $ 
CONGRESS Rates & Reservations g ROUND! 2 
2 2 


a 


AAA 


ca) 
(Des) WRITE — WIRE — ‘PHONE 
JOHN M. ASTARITA, Managing Director 
COLONIAL INN * ST. PETERSBURG BEACH « FLA. 
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The ruling—The United States Court of Appeals at- ; 


T\ ow 


firmed a decision of the tax court. It held that the cru-_ 
cial question was one of intent, namely, had the wife _ 
intended to file a joint return? Considering the advan-— 
tages gained by filing jointly and the wife’s failure to_ 


protest the accountant’s false signature, the court ruled 
that she had intended to file jointly. 


Muriel Hein vs. Commissioner of Internal Revenue, 


U.S. Court of Appeals, January 1958. 


THE QUESTION 


The two owners of a corporation loaned it $109,000, 
and paid themselves interest for the loan. Can they 
deduct the interest charges from the corporation's 
income tax? 


The facts—A bowling alley was incorporated in 1946 
with a capital stock investment of $1,000. Stockholder 
A invested $700 and Stockholder B put in the other 
$300. At the time of the incorporation, it was estimated 
that the bowling alley would need approximately 
$280,000 to get started. 


The corporation borrowed $190,000 from a local — 


bank, offering a mortgage on its property as security. 
The bank mortgage loan was given on the condition 
that the stockholders were going to loan the bowling 
alley $90,000. They did, and got promissory notes for 
their loan. (Then the bank loaned the corporation 
$41,000 more, and the stockholders added $19,650 to 
their initial $90,000 loan. ) 

The corporation paid interest on its debts and de- 
ducted these interest payments from its income taxes. 
The Commissioner of Internal Revenue did not allow 
the deductions, claiming that the “loans” by the stock- 


holders were actually contributions to capital. The — 


corporation contended that its loans were valid and 
enforcible debts—therefore interest on the loans was 
a proper, deductible expense. 


The ruling—The U.S. District Court declared the im- 
portant consideration was whether the intent of the 
parties should be disregarded in characterizing these 
transactions for federal tax purposes. The court held 
that tax incidents pertain to the substance of a transac- 
tion and not to its form. 

It was clear at the date of incorporation that the 
stockholders would have to invest $90,000 and that 
a year later, they would have to add nearly $20,000 
more, Also, the stockholders’ loans to the bowling alley 
were in the same proportion as their investments. The 
court said this indicated that the funds loaned were 
actually placed at the risk of the business. 

The facts also showed that the bank loan was con- 
ditioned upon the stockholders’ $90,000 addition. 
Whatever this investment was called, it was evident 
the bank wanted more than $1,000 placed at the risk of 
the venture before granting a loan. 

Finally, the court decided that the stockholders’ 
debt-equity ratio of 109 to one was very unreasonable 
and unrealistic. With these facts, the court concluded 
that the advances to the bowling alley, reported as 
loans, were in fact capital investments. 


Harkin Bowling, Inc. vs. District Director of In- 
ternal Revenue, U.S. District Court, August 1958, 
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Clarin Mfg. Co., Dept. 47 4640 W. Harrison St., Chicago, Ill. 


How can we make one chair do the work of three. Send us the 
proof in your brochure titled “RESERVE SEATING.” 


Fikmuncitn Sraratelst sletele si sie sleiclnieleieiviole ois ole cl cretsia ote 


Street dddresssicescvlavieleiceic ceislcciec clelolvl siete viele 


Cilyatericltetlocteictsicicieieisle ele rectal Cl Cxtsterare 


Individual’s name.... 


Pioneers in Seating for Institutions, and Business, Established 1925 


\i\ ‘ ANNA —s' 
\ i " Nea at i . . neuer wy ‘ 


A 5 ay ‘ i 
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All figure-facts present and accounted for- whatever the business youre in! 


Complete, accurate, up-to-the-instant data in your 
hands on time! That’s par for the course with 
Burroughs Sensimatic Accounting Machines: either 
the numerical accounting machines for control oper- 
ations; or the typing accounting machines for descrip- 
tive control operations; or the Sensimatic to Punched- 
Tape equipment that prepares hard-copy records and, 


as a by-product, punched tape for subsequent elec- 
tronic data processing. Want to see how fast your 
accounting can get? How highly automated? How 
easily a Burroughs Accounting Machine wraps up any 
one job or any number of jobs? Just call our nearby 
branch office today. Or write to Burroughs Corpora- 
tion, Burroughs Division, Detroit 32, Michigan. 


Burroughs and Sensimatic—TM’s 


Burroughs Corporation 


Burroughs 


“NEW DIMENSIONS / in electronics and data processing systems” 
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Clip out and route to: 


Workshop for Management 


PRACTICAL IDEAS YOU CAN USE RIGHT NOW! 


SALES BUILDERS 


LET SALESMEN SUGGEST 
THEIR OWN SALES AIDS 


© TOO MANY SALES AIDS are “full of 
what the office wants, not what the 
‘salesman needs.” This remark is 
typical of salesmen’s reactions to 
sales aids, according to a survey 
conducted by Porter Henry & Co., 
Inc., New. York sales consultant 


firm. Questionnaires sent to 4,000 
salesmen through American Sales- 
men magazine reveal that while 
salesmen are convinced of the 
value of sales aids, they are gen- 
erally described as too long, too 
wordy, too dull or too heavy. 

If you want the flipcharts, sam- 
ples, demonstrators, catalogs and 
films carried by your salesmen to 
be used—and used effectively—here 
are seven essentials: 

1. Ask the salesmen what they 
need and want. 

2. Design a practical and con- 
venient-to-handle selling tool. 

3. Pre-test the selling aid. 

4, Motivate your salesmen to use 
at. 
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5. Train them to use it eftec- 
tively. 

6. Insist that salesmen practice 
using the new tool before actually 
taking it into the field. 

7. Follow up and see to it that 
your salesmen continue to use the 
new aid. 


TRY A VARIATION 
OF BRAINSTORMING 


m IF UNBRIDLED BRAINSTORMING Ses- 
sions haven't worked for you, per- 
haps a modification of the method 
will be productive. 

“Idea engineering” is one such 
technique for producing ideas, sug- 
gested by Ernest Loen, manage- 
ment consultant. This is how his 
system was used by a midwest ma- 
chine tool manufacturer. 

Production was down, sales had 
dropped off sharply, profits were 
nil. Working with Consultant Loen, 
top management settled the target 
to shoot at—“How to improve our 
operations.” 

Next, an obstacle analysis work- 
shop was called. Participants were 
top management, all department 
heads and some employees from 
each department. 

Slips bearing the words “How to 
Eas Coe a * were given each partici- 
pant. Each man was asked to com- 
plete the phrase in the form of a 
problem that must be tackled to 
reach the goal. 

The problems presented were 
then organized and consolidated by 
the consulting firm. The briefed 


versions were fed back to the work- 
shop participants to suggest in writ- 
ing possible solutions. 

End result of the idea engineer- 
ing: a clear picture of current oper- 
ations with failings and shortcom- 
ings revealed and the steps needed 
to correct them. 

Side bonus: marked increase in 
employee morale and enthusiastic 
support of new measures being 
taken. 


WRITE VACATION LETTERS 
TO BUSINESS CONTACTS 


m= wuy Nort let your business con- 
tacts in on some of your vacation 
pleasure? Next time you visit Eu- 
rope, Hawaii, the Orient or any 
other part of the world, don't en- 
tirely forget about your business 
contacts. A letter from you to a key 
customer is a flattering, unexpected 


gesture that, at the least, is remem- 
bered with pleasure and might pay 
handsome dividends. 

For example, Link Anderson, 
public relations director of the 
Santa Monica Bank in Santa Mon- 
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Miniature Product 
Reproductions 


Se/ Kecognition 


Miniatures of your product on prac- 
tical jewelry creations offer recognition 
that’s always selling. We would like to 
show you what we can do with your 
product. Why not write us today? 


IRONS & RUSSELL COMPANY 


INDUSTRIAL DIVISION 


Cilio Wanifacturers a Sis 186/ 


95 Chestnut Street, Providence, R. I. 
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Wilson & Co., Chicago, Ill. 


Do Your Storage 
Files ‘Stack Up” To 


STAXONSTEEL 


TRANSFER FILES? 


You too can save money, valuable floor space 
and increase record storage efficiency with a 
STAXONSTEEL installation, This unique file 
builds its own steel framework as you stack 
them to any height, side by side, conserving 
all space. Sturdy fibre-board files with steel 
framework, modern metal drawer pulls, at- 
tractive Bankers Gray fade-proof finish—your 
best solution to record stor- 

age problems. In five stock 

sizes: Legal Letter, 
Check, Tab Card and 
Freight Bill. - 


2 for $10.70 


LETTER SIZE 
PREPAID 
Slightly Higher in the West 


Write for Additional Information 


ks 
Me: BANKERS BOX CO. Dept. mua 


ode’ ©2605 North 25th Ave., Franklin Park, Ill. 
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ica, Calif., went around the world 
recently. He had a wonderful time 
and at the same time got the maxi- 
mum public relations value from 
his trip with very little trouble, 
Here’s how: 

Before he left, Anderson pro- 
vided his secretary with a long list 
of names and addresses of friends 
and business acquaintances. Then 
each of his letters from abroad 
went to his secretary who cut mim- 
eograph stencils and sent copies to 
all the names on Anderson’s list. 
The first letter explained the cor- 
respondence system, the rest sim- 
ply provided a running account of 
the highlights of Anderson’s trip. 

Note: don't forget to include the 
name of your local newspaper edi- 
tor on your list. Anderson did and 
most of his letters were published 


in full. 


GIVE AWAY 
COMPANY STOCK 


—™ USING THE THEORY that people 
work hardest for themselves, some 
companies now offer shares of their 
own common stock as prizes in 
contests, safety drives and conven- 
tion drawings. 

Scott Paper Co., for example, 
awarded three grand prizes of $500 
worth of Scott common stock to the 
winners of a 10-week contest for 
distributor salesmen. Faced with a 
choice of brands, it’s only natural, 
Scott feels, for a distributor to push 
the products of the company in 
which he has a personal stake. 

Ansul Chemical Co., in Marinette, 
Wis., has switched from cheese to 
chattels as give-aways for its con- 
vention drawings. Company offi- 
cials believe that a share of stock 
not only keeps the firm’s name in 
the recipient’s mind, but is also a 
potent reminder of the value of the 
American economic system. 


TIME SAVERS 


GIVE BUSY EXECUTIVES 
PRIVATE PHONE NUMBERS 


M™ YOU CAN SAVE your time and the 
time of important business associ- 
ates if you have a private number 


2 


direct phone on your desk. Giving 
this special phone number to se-_ 
lected customers and other key 
contacts allows them to bypass 
your company switchboard and 
your secretary, thus eliminating ir- 
ritating delays. 
Top executives at one New York 


ee cary 


public relations firm have found 
three major advantages in this sys- 
tem: 

It creates good will among 
clients. 

It permits executives to control 
their own personal calls. 

The individual phone bills give 
the accounting department a sim- 
ple method of assigning long dis- 
tance tolls to the proper accounts. 


ORGANIZE ATTACK ON 
PERSONAL PAPERWORK 


™ PAPERWORK and spot conferences 
had become time robbers for 
Maurice Mogulescu, president of — 
Designs for Business, Inc., New 
York. To stop the waste, four steps 
were taken: 

1. Key to the new system is the 
use of three colored clipboards on 
Mr. Mogulescu’s desk. A red board 
signifies danger and to it are at- 
tached office memos dealing with 
urgent problems that need his im- 
mediate attention. A green board 
carries memos dealing with matters 
that are progressing smoothly but 
on which the president must be 
advised. A black board holds cor- 
respondence requiring answers. A 
secretary sorts all memos and cor- 
respondence and clips them to the 
proper board. 

2. Implementing the colored clip- 
boards is an intercom directly be- 
hind Mr, Mogulescu’s desk chair. 
Through this he can discuss any 
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emo with its author instantly, 
liminating much inter-office traffic 
nd waiting. 

3. Once each week the president 
and three top executives (each of 
whom has received copies of all 
memos ) meet at luncheon for 
progress reports, policy discussion 
and decision. 

4, Once each month the four top 
level men meet with the five major 
department heads for review and 
guidance of work in progress and 
discussion of future plans. 

Thus, Mr. Mogulescu can keep 
tabs on every project underway in 
his 100-man firm as easily and 
quickly as he did when he started 
Designs for Business as a one-man 
operation. 


PROFIT MAKERS 


RUN A CONTEST FOR 
PRODUCT USE IDEAS 


@ If youR COMPANY is looking for 
new uses and new markets for its 
products, why not sponsor a con- 
test? 

Microbeads, Inc., of Jackson, 
Miss., for example, spent $20,000 
on a contest that brought in new 
ideas worth more than three-quar- 
ters of a million dollars. 

Microbeads are the glass spheres 
used principally to reflectorize 
highway stripes and signs. Charles 
E. Searight, vice president of the 
firm, wanted lots of new ideas for 
using Microbeads and he wanted 
them fast. To get them he ran a 
contest open only to industrial 
scientists. His worries over whether 
scientists were too “sophisticated” 
to enter a contest, or were unwill- 
ing to submit ideas “for free,” dis- 
appeared when 751 scientists from 
more than 700 firms submitted 
1,436 separate ideas for using 
Microbeads. Some 25 of the sugges- 
tions can be carried out with very 
little additional research, others 
will take time to perfect. Searight 
feels, however, that within five 
years new industrial uses for Micro- 
beads suggested by the contest will 
constitute 70% of the firm’s business. 

Added bonus: individual scien- 
tists, research laboratories and man- 
ufacturing companies throughout 
the country were made aware of 
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Cost spirals and 


PROPERTY VALUES 


... their relation and 
importance to you on 


“coverage” 


Today there’s more to an accurate 
appraisal of a business property 
than meets the eye. It must take 
into consideration depreciation of 
present property units. It must 
further include provision for the 
rapid value changes due to the in- 
novation of automation and instal- 
lation of replacement machinery 
which constantly becomes more 
complicated and more expensive. 
These important changes create 
an even greater need for accurate, 
complete appraisal by recognized 
appraisal authorities. And through 
Lloyd-Thomas’ appraisal mainte- 
nance service, clients have on call 
factual, provable records that pin- 
point the exact value of their busi- 
ness property in today’s dollars. 


The Lloyd-Thomas Company 
provides many valuation services 
to its hundreds of company and 
organization clients. Why not dis- 
cuss your appraisal needs with a 
Lloyd-Thomas man? He repre- 
sents one of America’s oldest and 
most experienced appraisal serv- 
ice organizations. 


Send for “Lloyd-Thomas 
Appraisal Maintenance 
Service”—a brochure 
which explains in detail 
how both original ap- 
praisal and appraisal 
maintenance services are 
rendered — available on 
request only to execu- 
tives and professional 


men. Write Dept. MM. 


mz LLOYD-THOMAS co. 


RECOGNIZED APPRAISAL AUTHORITIES 
4411 Ravenswood Ave., Chicago 40, Ill. ¢ Offices — Coast to Coast 


FIRST FOR 


FACTUAL APPRAISALS —- SINCE 
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THE NEW 


IDEAS FOR 
MANAGEMENT 


The only major published volume devoted exclusively to current and 


advanced systems thinking in the management field . . . the complete proceedings 


of the remarkable 11th Annual International Systems Meeting. 


@ pigs A YEAR, the Systems and Pro- 
cedures Association of America 
holds a three-day international meeting 
at which members review their most 
recent efforts in the control of admin- 
istrative overhead. Each talk, each sem- 
inar, is carefully recorded, transcribed 
and edited for the benefit of members 
who are unable to attend the meeting. 
The final product is a 500-page hard- 
bound and indexed volume of practical 
solutions to administrative problems. 


Again this year SPA has over-printed 
a very limited number of copies for 
non-member executives. We have ob- 
tained exactly 500 copies for distribu- 
tion and sale to the readers of 
MANAGEMENT METHODS. Because we 
are so confident that this book can help 
you slash overhead and streamline the 
efficiency of your operations, we are 
able to make this unusual offer. 


Send no money. Take 10 days to ex- 
amine IDEAS FOR MANAGEMENT 
at your leisure. Unless you obtain at 
least one cost-cutting item in that 
period, return the book without obli- 
gation. 


HOW THIS BOOK CAN 
HELP YOU 


Unlike most books on administra- 
tive and management subjects, IDEAS 
FOR MANAGEMENT is not a text. 
It deals almost exclusively in terms of 
end results —the practical, down-to- 
earth experiences of the men who are 
pioneering cost-reduction techniques 
for America’s largest firms. 


We present, for example, (see right), 
a partial list of the table of contents. 


The Approach, analysis and design of a 
system 

Bringing management to electronic data 
processing 

Computer trends 

The development and operation of an 
existing totally integrated system 

Lessons to be learned from applying or- 
ganization principles to a totally integrated 
system 

The operating characteristics of the highly 
automatic factory 


Operating and maintaining an electronic 
data processing system 


HOW TO ORDER 


Write on your letterhead or use the coupon below. Orders will be filled on a — 


Operations research in systems work 
Collaboration with research centers in 
systems studies 

Systems manager’s administrative rating 
test 

Organization analysis 

Work reduction and measurement tech- 
niques 

Systems for low-volume operations 


Forms control 


An integrated records management pro- 


gram 
A correspondence workshop 


first-come first-served basis. After you have examined IDEAS FOR MANAGEMENT 
and feel fully satisfied that it will immediately help you reduce overhead costs, 
send us your check for $16. If, in your judgment, it does not meet our promise, 


merely return it. No obligation. 


without obligation. 


Name 


Management Publishing Corporation, Rm. 4—22 W. Putnam Ave., Greenwich, Conn. 


Please send me a copy of “Ideas for Management” for a FREE 10-day exam- 
ination. Within 10 days I will either send payment for $16, or return the book 


Firm 


Address 


City 


Billi me L) 


Bill my company [5 
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Microbeads because of the adver- 
_tising and publicity connected with 
the contest. 


COST CUTTERS 


HIRE STUDENTS ON 
PART-TIME BASIS 


M TOO MANY COMPANIES waste the 
time of regularly salaried employ- 
ees to do routine chores that could 
be done by part-time and_ less 
skilled help. To eliminate this un- 
economical practice, some firms, 
both large and small, have turned 
to local trade high schools and the 
commercial departments of aca- 
demic high schools. 

For example, one Eastern Penn- 
sylvania contractor found himself 
swamped by paperwork. For $1 an 
-hour he hired a high school girl to 
take over simple typing and filing 
duties. The student arrives at his 
office after school every weekday 
and works from 9:00 a.m. til noon 
on Saturdays. 

Depending upon school sched- 
-ules, these part-time employees are 
available anywhere from five to 20 
hours each week. Because school 
‘principals recommended only top- 
flight students, the employer is as- 
sured of quality assistance. The stu- 
dents may be employed on a con- 
tinuing basis or retained to help out 
during rush jobs or during seasonal 
peak workload periods. What they 
may lack in practical experience 
they make up for in enthusiasm. 
The employer pays for help only 
when he needs it and the students 
get invaluable practical business 
experience. 


APPLY EASY RULES THAT 
IMPROVE WORKER OUTPUT 


@ YOU CAN INCREASE the workload 
of individual office employees and 
at the same time boost their mo- 
rale. Impossible? 

Lawrence H. Kolman, assistant 
treasurer of the Pepsi-Cola Bottling 
Co., Washington, D. C., lists six 
ways to make this system work: 

1. Every employee must be made 
to feel important and a vital mem- 
ber of the office team. 
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2. Increase individual workloads 
but do it gradually. Explain to each 
worker that her ability assures the 
successful handling of the added 
duties, provided, of course, that she 
cooperates fully. 

3. Encourage cooperation and re- 
ciprocal help among employees. It 
is only natural that at various times 
one person will complete his tasks 
before another. Willingness of one 
employee to chip in and help an- 
other should be recognized and 
praised. 

4. Don't be afraid to commend 
employees for good work. Don’t fall 
into the trap of believing that every 
employee praised will turn around 
and request a raise. 

5. Award pay raises on the basis 
of individual merit rather than 
handing them out to everyone pe- 
riodically. In the long run it’s far 
better to grant salary increases to 
deserving employees than to hire 
and train new workers. 

6. Maintain close supervision 
over each employee so that ineffi- 
cient workers can be weeded out 
and replaced. 

Many managers forget these sim- 
ple rules, says Mr. Kolman, but 
strict application may cut office 
costs more sharply than more dra- 
matic measures. 
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INCREASE WAREHOUSE SPACE 
WITH BETTER LIGHTING 


™ YOU PROBABLY INSIST on properly 
engineered lighting systems in your 
offices and plants, but how about 
your warehouses? Quality and 
quantity of lighting can make a big 
difference there too. 

The Newport News Shipbuilding 
and Drydock Co., for example, felt 
that uneven and inadequate light- 
ing was cutting down efficient use 
of warehouse space. Although main 
aisles were fairly well illuminated, 
side lanes, corners and the space 
around pillars were dungeon-dark. 
This not only cut down on usable 
storage space, but also made work- 
ing in these areas dangerous. 

A new lighting system was rec- 
ommended by Ainsworth Lighting 
Inc., New York City. It uses 16-foot 
runs of Martlite fluorescent fixtures, 
originally designed for retail stores. 
This flexible arrangement permitted 


HAVE 
ONE FOOT 


IN THE 
BUSINESS 
GRAVEYARD? 


Poor inventory management 
causes more business failures 
than any other single factor! 
Inventory mismanagement is not 
always obvious —it’s an 
insidious threat, a business 
malignancy, eating into profits 
so quickly and so deeply it’s 
been called the Graveyard of 
American Business. Why not 
examine the health of your own 
inventory control. Unless 

your system — ; 


© Provides Facts — Not Fiction 


e Insures Maximum Stock 
Turnover 


@ Minimizes Nonproductive 
Carrying Costs 


@ Assuras “Lean But Adequate” 
Stock Levels 


® Saves Significant Clerical Tima 

® Eliminates Requisition Writing 

@ Permits Timely Purchase and 
Followup 


° Frees Valuable Working Capital 


You need 
ViSIrecord! 


Write now 
(or clip and 
attach this ad to your 

letterhead) for 
“VISIrecord Inventory 
Control’’—the ultimate 
in profit protection. 
Address Dept. MM-2 


viSirecord, Inc. 
375 Park Avenue, New York 22, N.Y. 


The world’s fastest visible record keeping system 
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DELTA 
Air Freight 


costs less 
than you think! 


Holds down inventories! Holds 
down costs of crating, insurance, 
capital tie-up. Protects against de- 


terioration and market declines! 


Call Delta Air Lines, 
or write General Offices: 
Atlanta Airport, Atlanta, Ga. 


UNITED\ F'ood Service Will Have 315,000 
Guests On Its 40th Birthday 


In fact, every day during this 40th year of 
its life, United Food serves more than 
315,000 folks at work—from steel workers 
to bankers. In cafeterias, executive dining 
rooms and motorized canteens, United 
looks out for the health, morale, and effi- 
ciency of America at work. It also looks 
out for financial welfare of its clients— 
and can do so for you. 


Here’s How! We’ve put much of our ex- 
perience in printed form. A request on 
your letterhead will bring you any of the 
following: a.“‘Plan Food Service When You 
Build”; b, “Getting Good Food Service”; 
c. “What Food Service Should Cost You”, 


We will also include the United Food 
Service “Clinic” form that will enable you 
to make a really “experienced” analysis of 
your own food service facilities. 


United Food Management Services, Inc. 
7016 Euclid Ave. ¢ Cleveland 3, O. Dept. D41 
1919 © Our 40th Year © 1959 


Name. 
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the company to install an almost 
unbroken pattern of glare-free 


lighting despite a maze of heavy 


beams, pipes and conduits running ~ 


across the warehouse ceiling. 

The new lighting system proved 
its value immediately by: 

1. Increasing the over-all capac- 
ity of the warehouse through utili- 
zation of a greater proportion of 
existing floor space, and by permit- 
ting higher piling of items. 

2. Speeding up actual storing 
procedures while at the same time 
making operation of forklift trucks 
and other handling equipment 
safer. 

3. Making it possible to inspect 
materials at the storage site. 

Initial cost of fluorescent lighting 
is relatively low, and because the 
Newport News system is free of the 
usual dust-catching louvers and 
shields, maintenance has been re- 
duced to the occasional replace- 
ment of a burned-out tube. 


USE STATUS SYMBOLS 
AS CAREFULLY AS PAY RAISES 


™@ THE GRANTING OF STATUS SYMBOLS 
can sometimes backfire and do 
more harm than good. If used 
wisely and well, these “extras” can 
do the job they were meant to do: 
attract and hold able people. But 
dangers lie ahead if the system is 
not carefully controlled. 

A title that means something in 
terms of company responsibility 
carries real prestige and provides 
a powerful incentive to an ambi- 
tious executive. But if titles are 
handed out to too many, too often, 
they become meaningless and a 
potential source of trouble. 

Guard against the symbols that 
have no real meaning within the 
company’s business framework. The 
symbolic carpet on the floor can be 
spread so far that it does little more 
than create jealousies. 

Weigh your status symbol sys- 
tem carefully; because they cost 
comparatively little, many com- 
panies have let them get out of hand. 
If this is true in your organization, 
re-evaluate the symbols themselves 
and try a little tightening up to get 
the picture of earned privileges 
back in focus. 
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MORALE BOOSTERS 


Put Yourself on 
the RECEIVING End 


of these Paperwork 
SAVINGS! 


BRUNING 


tlow-Cost Diazo Copying at Its Best 


The Bruning Man is your expert on paperwork. 
He’s backed by a company with over 60 years’ 
experience as researcher, manufacturer, and 
supplier. He’s located in principal U.S. Cities. 


Name —— 
Company b: Laie 
Address pues f< eR 
City County 4 eState- =o tte ee 
(Circle number 108 for more information) 
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With modern Bruning copying machines, you can eliminate up to 
80% of the receiving report writing you are now doing. You slash, 
clerical costs, speed purchasing-receiving operations! 

With Copyflex, the purchase order is typed on a multiple-part form, 
and a translucent copy sent to Receiving. Receiving information is 
added directly to this copy — extra columns provide for multiple 
receipts. Each time receiving data is entered, any number of 
Copyflex receiving report copies (white or color coded) can be made. 

That’s it! No preparation of separate receiving report forms. No 
rewriting or retyping of purchasing information. No transcription 
errors. 

Copyflex is ideal for systematized paperwork — flexible, simple, 
economical, Letter-size copies cost less than a penny for materials. 
Machines are clean, quiet, odorless —offer copying widths up 
to 54” and are priced as low as $555 for the table model. Lease- 
Purchase Plan available. 


Send For Your Free Copies! 


Charles Bruning Company, Inc., Dept. 4-1 
1800 Central Road, Mount Prospect, Ill. 


Offices in Principal U.S. Cities 
In Canada: 105 Church St., Toronto 1, Ont. 


Please send me booklets on Copyflex for 
(1 Purchasing-Receiving [] Other applications, 


Title 
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Cole of Federal Pacific— 


How to compete 


with the giants 


REE Younes Thomas Cole, 37, drives his 
company hard to keep it from being run off the road 
by his giant competitors. 

Cole is president of Federal Pacific Electric Co., 
an electrical manufacturing firm with general offices 
in Newark, N. J., 22 plants stretching from Santa Clara, 
Calif. to Scranton, Pa., and about 4,000 employees. 

This year the company has assets of more than $42 
million and boasts annual sales in the $70 million range. 
Next year, Cole, who has taken Federal Pacific on an 
acquisition spree, expects it to be doing $100 million 
a year. This compares with the $1.5 million a year 
business that Cole stepped into in 1941. 

Federal Pacific specializes in making equipment used 
to distribute and control electricity: its devices take 
power from the generating point and bring it down 
into smaller and smaller packages for use in plants, 
institutions, buildings, and houses. Among its 2,000 
products are switchgear, transformers, service equip- 
ment, circuit breakers, motor controls, and electrical 
instruments. This line puts the company smack in 
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MANAGEMENT METHODS 


PROFILE OF A NEW KIND OF MANAGER 


THE PROBLEM: 


A small, regional company runs into outsized competition 
and technological change. To survive, it must rapidly multiply 


in size. Otherwise, it faces competitive extinction. 


THE ANSWER: 


Exchange the dubious comfort of a limited profit outlook for 
the immediate and stormy risks of rapid expansion. Map out 


a plan to grow faster than the industry and do so by using 


stepping stones neglected by the giants. 


Newark, N. J. 


the road of massive companies like General Electric 
and Westinghouse. Cole’s high-speed growth pro- 
gram is an attempt to keep wheeling faster than these 
juggernauts. 

In 1941, when Tom Cole entered the picture, the 
Cole enterprises consisted of two businesses. Tom Cole’s 
father, a Long Island City assembler of job-order elec- 
trical switchboards and panel boards, sold largely in 
the New York area. He also owned a $300,000-a-year 
electrical fuse box business that supplied parts to the 
Long Island City plant and sold to the trade. Tom 
Cole ran the fusible business and, during the war, 
both concerns prospered. By 1944 sales were spread 
over the Atlantic seaboard. Total volume was close 
to $6 million, but trouble was brewing—and the Coles 
knew it. 

Two things kept the Coles awake at night. First was 
the giants’ discovery of package selling. Previously, 
G.E. and Westinghouse had contented themselves 
producing a handful of standard parts which inde- 
pendents, like the Coles, turned into tailor-made assem- 
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Thomas M. Cole, President of Federal Pacific Electric Co, 


blies by adding components of their own manufacture. 
But now, not only were the giants redesigning and 
mass producing more and more components; they were 
also assembling them for direct sale to customers as a 
finished package. 

Second was the fact that fusible systems themselves 
—the heart of switchboard and panel board installa- 
tions—were under attack. Replacing them gradually 
were circuit breakers which unlike fuses did not have 
to be replaced to restore power, but merely had to 
be reset. 

Not making circuit breakers, the Coles knew that 
eventually they would have to buy them from larger 
companies. They had been small but secure manu- 
facturers. Now they were being turned into small and 
easily dispensed with assemblers of someone else's 
equipment. 

Facing them were four alternatives. They could: 
™ Do nothing and hope for the best. 
® Carve out a highly specialized niche for themselves 
in a corner of the industry. 


29 


This company discovered that in national markets you often have 


™ Diversify into other fields. 
m@ Expand in their own field in competition with the 
‘behemoths. 


The Coles took the fourth gamble, and won. But 
even with the company in its present size, Cole and 
Federal Pacific are still very much in midstride. Even 
if it wanted to, the company could not stop expanding 
into the giants’ backyards—at least not yet. Further- 
more, Tom Cole, who accelerated his company from 
small, to medium, to large scale operations in jig time, 
now faces another job: turning what was largely a 
one-man show into a large-company organization. 

At the outset, Cole was concerned primarily with 
external problems of competition, physical growth and 


new product development. Now he must turn to in- 
ternal problems and build a large management team 
made up of the inescapable staff groups that every 
large company needs to co-ordinate its activities. 

Anticipating that problem, he has already begun to 
hire top men to help him expand the company further. 

From the details of how Cole bulled a tiny company 
into successful, across-the-board competition with the 
giants, you can garner useful suggestions on how to 
expand, or protect your own markets. And from Cole’s 
present organizational problems and size, you can gain 
some insight into your own company’s operations. 

Long before facing any problems posed by sheer size, 
though, Cole had to unlock a set of much more imme- 
diate puzzles. 


One big job remains: to 
turn what was largely a 
one-man show into a 
large-company organization. 
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‘Tete 


o be big to get big 


PROBLEM NUMBER 1: 


How to gird for growth 


National sales are achieved by 
the low cost acquisition of a 
money-losing plant. 


B Young Thomas Cole was con- 
vinced that the new product—circuit 
breakers—held the key to his com- 
pany’ independent expansion. But 
the prospects of entering this field 
were less than inviting. The Coles’ 
existing business in fusible equip- 
ment demanded a minimum of tool- 
ing and engineering. Sales of several 
hundred units a month in local and 
nearby markets were enough to 
create a tidy profit. 

Circuit breakers were something 
else again. Most existing designs 
were tied up by patents in the 
hands of large, established compa- 
nies. To get into the field would 
require tremendous engineering 
effort. Tooling would be so expen- 
sive that only high volume produc- 
tion would really pay. High volume, 
in turn, demanded national sales— 
something the Coles had never 
attempted. 

They were in a typical small 
company corner. They had to grow 
to survive, but they were discover- 
ing that in national markets, you 
often have to be big to get big. 


THE ANSWER 


While Tom Cole mulled over 
possible plans of action, an oppor- 
tunity presented itself that was to 
help the company make its first big 
move in the direction of circuit 
breakers. On Decoration Day 1944, 
Cole spotted a small item in The 
New York Times announcing that 
Colt’s Patent Firearms Co., the 
Connecticut gun manufacturers, 
had decided to sell off several divi- 
sions not directly related to fire- 
arms production. 

Colt’s was then a respected but 
somnolent producer, strapped for 
cash by excessive production costs 
and government renegotiation of 
arms contracts. Colt’s was selling 
properties to create cash. 
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“At one point we had to sell off 


inventory to meet the payroll, but 


in two months we were in the black.” 


One of the divisions up for sale 
was a 50-year-old plant in Hart- 
ford making laboratory equipment, 
circuit breakers and fusible equip- 
ment. The division, which hadn't 
made a profit in 22 years had, none- 
theless, a plant, machinery, tech- 
nical personnel, a national sales 
force, yearly sales of about $3.5 
million, and stature in the electrical 
field. Most of all, the division 
owned a pool of circuit breaker 
patents as good as any in the 
business. 

When Tom Cole read the Times 
item, he rushed to the phone and 
called his father. L. W. Cole was 
unimpressed. “You don't get an- 
nouncements like that until after 
a sale is made,” said the senior 
Cole, sure that Colt’s board of 
directors was merely going through 
a formality. 

But at the son’s insistence, the 
two men took a train to Hartford. 
They found not only that the busi- 
ness actually was for sale, but that 
the price was right: $200,000 for 
the plant, $300,000 for inventory. 
The patents—the one thing the 
Coles wanted—were to be thrown 
into the bargain for nothing. 

After a walking tour of the plant, 
the Coles agreed to buy. The tour 


had convinced young Cole that 
most of the plant’s equipment was 
superfluous. Yet in 1944, wartime 
shortages had pushed the auction 
price of even 50-year-old milling 
machines as high as $3,000 each. 
Thus Cole was able to sell off ex- 
cess equipment from the newly 
acquired plant for a little more 
than the $200,000 the plant had 
cost in the first place. 

Tom Cole moved quickly to trim 
the payroll, eliminate loss items 
and institute tight budget control. 
At one point, cash ran so low he 
had to sell off steel inventory to 
meet the weekly payroll. But within 
two months, the Hartford opera- 
tion was in the black. 

National sales. With that signifi- 
cant accomplishment behind him, 
Tom Cole set to work on an even 
bigger job: creating a national 
company. 

Fifteen or so of Colt’s salesmen 
had come along with the Hartford 
acquisition. They formed the core 
of a national sales force for the 
operation, Within one year, Cole 
was able to quadruple his force of 
trained salesmen at little cost. He 
did it by obtaining authorization 
from the Veterans Administration 
to run an on-the-job sales training 
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program at the Hartford plant un- 
der educational provisions of the 
G. I. Bill. He hired 50 war veterans 
from all parts of the country and 
put them through six-month train- 
ing courses, with the government 
paying most of the costs. After 
training, the new men were re- 
turned to their home regions as 
sales representatives of the com- 
pany. 

But Cole wanted to achieve 
nationwide manufacturing facilities 
as well as nationwide sales. As a 
step in this direction, he acquired 
a switchboard and panel produc- 
tion operation in St. Louis, and 
started a new one in Los Angeles. 
These operations were designed to 
augment panel board production at 
the Long Island City plant, carve 
out additional markets in St. Louis 
and Los Angeles, and provide a 
built-in market for the circuit 
breakers being produced at Hart- 
ford. 

With an expanding sales force 
and regional production, there 
existed the obvious need for sales 
and manufacturing management. 
To fill the sales management need, 
the Coles lured away from Gen- 
eral Electrics Trumbull Division 
a knowledgeable and experienced 
sales executive, Robert C. Graves, 
who had been a Trumbull vice 
president. Manufacturing responsi- 
bilities were in turn delegated to a 
highly capable man within the Cole 
organization, John Romano, who 
became production chief. 

Now, young Tom Cole was in a 
position to concentrate on creating 
further growth for the company. 
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By early 1949 total sales for 
the Cole enterprises were running 
about $10 million annually, and 
growing. The company had a small 
national sales force and had made 
steps toward regionalized produc- 
tion. Tom Cole decided that the 
missing ingredient was a dramatic 
new product that would give the 
company a solid toe hold in the 
electrical market. 


. PROBLEM NUMBER 2: 


How to gain a market 
toehold and expand it 


A new product for a neglected 
market attracts distributors and 
pushes rapid expansion. 


® The product Cole was after was 
a low cost circuit breaker. At that 
time, breakers had only 10% of the 
breaker-fuse market. They were 
growing in popularity, but were 
bulky, awkward to manufacture, 
and—most important—twice as cost- 


“All we had to do was develop a new product, 
win acceptance for our name, establish a 


distribution system, and finance all this.” 


ly as similarly rated fuses. Both in ~ 


sales and development, breakers 
were being neglected by the giants; 
these big companies were too busy 
frying fish elsewhere. Meanwhile, 
the postwar housing boom was 
creating a brand new market for 
low voltage protective devices— 
either fuses or breakers—that no 
one was tapping aggressively. 
This, Cole thought, was the soft 
spot he had been looking for. If 
to the housing industry he could 
introduce successfully a low cost, 
high volume breaker, he could get 
the leverage he wanted. In the bar- 
gain he would also obtain the 
strength—via profits, product ac- 
ceptance, and basic manufacturing 
volume—that would enable him to 
expand into adjoining fields, per- 
haps the larger, higher voltage in- 
dustrial circuit breaker. But first 
Cole had to: 
= Develop the product. 
= Win acceptance for it from elec- 
trical contractors who had never 
heard the Federal name. 
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_@ Establish a distribution network 


at a time most dealers were already 
tied in with established manufac- 
turers. 


m Capitalize on whatever success 


he had with the product by devel- 


oping new, related products and 
new markets. 


THE ANSWER 


Working with Federal engineers 
himself, Cole started out develop- 
ing a prototype of the breaker he 
wanted. Design after design was 


rejected, but finally they got it, a 


breaker based on Colts’ patents that 
was small, easy to handle, and able 
to be produced by automatic ma- 
chinery. Next came the. develop- 
ment of this machinery. In 1949 
Cole and his staff started on this, 


-and although a few tempers were 


_frayed in the process, the first ma- 
chines were on the line the follow- 


ing year. Now household circuit 
breakers could be turned out at 


prices comparable to fusible de- 
~ vices, and Cole was ready to make 
his next move—lining up distribu- 


__tors. This he accomplished by mak- 


ing big company moves on small 


company budgets. 


There were then as now about 
3,300 electrical distributors in the 
U.S. Some of the big ones were 
already tied in to such an extent 
with other manufacturers that any- 


thing Cole did would have no 


effect. In all, only several hundred 
were really good distributors, but 
few of these had ever heard of 
Federal or of its new household 
breaker, which Cole had named 
Stab-lok. It was at this hard core 
of distributors that Cole decided 
to aim. 

The campaign Cole plotted was 
three-pronged. First, he set out to 
catch national attention by placing 
teaser ads in the industry press 
months before Stab-lok was to be 
introduced. Then, he hit the local 
regions. He staged a series of local 
shows for customers and he showed 
there among other things a spe- 
cially produced movie (an innova- 
tion at the time). Pushed hard was 
the profit potential. Every electri- 
cal distributor and contractor who 
latched onto Stab-lok, Federal said, 
would find it more than worth his 
while. Finally, again in the local 
regions, came the follow-up cam- 
paign, This included literature and 
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sales brochures all slanted toward 
helping the distributors sell their 
customers, and it was carried out 
by the men Cole had trained pre- 
viously and located in strategic 
areas. 

Actually distribution was planned 
to start off regionally. Looking at its 
slim resources, Federal adopted the 
strategy of local market hopping. 
Concentrating on one local market, 
it would capture that, then move 
on to another—until eventually the 
entire country was covered. Texas, 
where a lot of new housing was 
going up, was chosen as the place 
where the campaign would start. 

But the plan of state by state 
distribution had to be abandoned 
almost before it began. Reason: 
distributors in all states rushed into 
the act. The campaign started off 
with a bang and overnight it was 
national. 

By 1951 Federal’s sales had risen 
to about $13 million, by the follow- 
ing year to $16 million. Federal had 
50% of the rapidly expanding cir- 
cuit breaker market. Since then, 
although total sales in the field 
have kept increasing, the com- 


panys share has been whittled 
down to about 40%. But Federal no 
longer counts on circuit breakers 
as it once did for its very existence. 

A new industry. While the revo- 
lution in household breakers was 
still taking place, Federal also 
rushed into the industrial circuit 
breaker business. These devices 
fit into panel boards and_ switch- 
boards, which themselves are large- 
ly a job order business where local 
plants supply goods to customer 
specifications. Federal was already 
making some industrial breaker 
models. But Cole redesigned the 
line on Stab-lok principles, ex- 
panded it, standardized it, and set 
out to mass produce it. 

Then, he built up a built-in mar- 
ket for these devices. In the next 
few years, he purchased or con- 
structed seven regional switchboard 
and panel board plants across the , 
country. Shortly, these plants were 
taking 50% of all breakers turned 
out by the parent company. 

To capture even more of the 
market, Federal capitalized on its 
position as a small newcomer to 

(Continued on page 72) 


“We adapted to our merchandising 
problems the kind of methods 
that worked in other industries.” 
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Fai SiG ON SAS AOR 


by Ray Josephs 


Stop wasting 


your time, 


Mr. Executive 


Your own time is your only really priceless commodity. Yet in even tightly 


managed companies, it’s common to see harassed executives dissipating their 


time like squanderers. You can stop this costly waste if you apply the same 


kind of management to your job that you apply in your job. Here’s how. 


MEE he scene: a 


beautifully organized company. 
Modern machines are rhythmically 
whirring. The over-all organization 
is scientifically designed for smooth, 
rapid workflow. With crisp effi- 
ciency, men and women are per- 
forming the jobs that have been 
carefully planned for them to do. 

Now, for contrast, the scene 
changes; a closeup of a top execu- 
tive’s office in the same company. 
The executive sits behind a desk 
strewn with reports, letters, tallies. 
Nearby on the carpet lies a brief- 
case stuffed with more papers. The 
phone is ringing. On the executive’s 
right stands an assistant who has 
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just barged in with a problem to be 
solved. On his left stands his secre- 
tary, notebook in hand, reminding 
him of a meeting in 10 minutes. 
Beside the desk sits an important 
caller, twiddling his thumbs impa- 
tiently. 

Can you see yourself in the cen- 
ter of this closeup? If not, you can 
no doubt sympathize, out of per- 
sonal experience, with the harried 
executive who sits there. 

The fact is that many executives, 
so conscious of time-and work- 
saving methods for other jobs, have 
shackled themselves to old-fash- 
ioned, inefficient methods for their 
own jobs. 


There are ways to break these 
shackles, as profesisonal managers 
have proved. By breaking the 
shackles, you can add minutes and 
hours to your day, enjoyment to 
your job, value to your company, 
even years to your life, and throw 
away the bulging briefcase. 

You can start right now by de- 
ciding to undertake the following 
six-step action. These steps may 
sound overly simple, but experience 
shows that they do get results: 

1. Define your executive func- 
tions. 

2. Plan the goals you want to 
reach. 


3. Schedule your daily activities 
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and be sure to meet the schedule. 

4. Cut decision-making delays. 

5. Delegate jobs others can do 
as well as you. 

6. Cut down time robbers like 
phone calls, correspondence, inter- 
ruptions. 

Now take a closer look at each 
of these six actions, plus other ways 
to stop wasting time. 


Define your executive functions 


m Why is it necessary to spell out 
your functions if you already know 
what you're doing? 

Nearly all executive training ex- 
perts agree that a man makes far 
greater progress in his work if he is 
able to describe his own job clearly 
—in writing. Only then, they say, 


can you realize your full potential, 


the relative importance of your 
various jobs, and the interrelation 
between your assignments and 
those of your subordinates and su- 
periors. 

One of the easiest ways to outline 
your job is to make a job profile— 
a chart with three headings: spe- 
cific tasks, responsibility and au- 
thority, immediate and long-range 
projects. 

A job profile has these advan- 
tages: 

EZ Details what your job involves 
for perhaps the first time. 

® Points out the need for re-organ- 
ization if you are taking on too 
many jobs. 

™ Spotlights major objectives 
which may have been lost in a 
welter of detail. 

™ Corrects unintentional bias aris- 
ing from concentration only on in- 
teresting, challenging jobs. 

™ Helps in picking a_ successor 
when you know a job’s specific re- 
quirements and functions. 

A time study is an essential factor 
in streamlining your workload to 
make every minute count. Your job 
profile is the basis for a time analy- 
sis of your present activities. 

An easy way to do a personal 
time study is to make a daily chart, 
dividing each hour into 15-minute 
segments. 

“A quarter hour is just about 
ideal for recording executive func- 
tions,” claims Lee Patrick Chap- 
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Developed by Executive Time Studien, Ine. 


Developed by Executive Time Studies, Inc, 


4-WEEK TOTAL 


4-WEEK TOTAL 


| 4-WEEK TOTAL 


EXECUTIVE TIME, SURVEY 


DAY 


EXECUTIVE TIME SURVEY 


12 - WEEK SUMMARY 


NOTES and MEMOS — 


NOTES and MEMOS 


NOTES and MEMOS 


The top chart gives an idea of how to make a daily time study chart. The daily 
studies can be compiled on the monthly summary, as shown at the bottom. A glance 
at the monthly chart shows you how much time you've wasted, how much time 


you've used profitably. 


Sylar Ses Se SST 


The question to ask yourself is not how hard or how long you work © 


man, director of Executive Time 
Studies, Inc. “More subdivisions get 
too detailed and anything larger is 
too big to be accurate.” 

The chart shown in Figure 1, de- 
veloped by Executive Time Studies, 
Inc., will give you an idea of how 
to subdivide your day. 

Indicate what each time segment 
is devoted to: routine office activity, 
planning or supervisory work, out- 
side contact work, and so on. It 
might be helpful to jot down time 
used in phone calls, dictation, in- 
structing subordinates, and other 
small time consumers. 

Make these daily time charts for 
about six weeks, then analyze the 
picture they give you. If you find 


that less than half of your time is 
being spent on planning or super- 


vising, you should delegate some 
of your more routine jobs. 
“Budget your time as carefully as 


Ray Josephs, author and public relations consultant to many of America’s leading companies, is a specialist at finding 

ways for executives to save time by using it more wisely. For example, his article, ‘How to make the 5:05 without a briefcase,” 

in the January 1956 issue of Management Methods was one of the best read features the magazine has ever published. 
Based on his own contacts with busy, successful executives across the country, Ray Josephs recently authored a new book 


Streamlining Your Executive Workload (Prentice-Hall, Inc., Englewood Cliffs, N. J., 203 pp., 1958, $4.95). The accompanying 
article, based on research for the book, highlights some of the hundreds of specific techniques detailed in the book’s 20 chapters. 

Living proof of his own theories, Ray Josephs is shown here in a corner of his deskless office. He uses a clipboard on which 
to do his writing and has a Dictaphone Timemaster built into the bookshelf on his left. He believes the hands-free telephone at 
his right to be one of the biggest aids to a busy executive, since it permits him to handle other assignments while waiting for 
calls. He says the deskless idea is invaluable to men who spend a good deal of time in informal conferences. 


you budget money and you'll re- 
duce waste and frustration, develop 
better balance of major and minor 
activities, and increase your capac- 
ity for important work,” says Gen- 
eral Georges F. Doriot, president 
of American Research and Devel- 
opment Corp. and professor of 
management at the Harvard Busi- 
ness School. 

If you stick to your time budget, 
youll find you can do in 15 minutes 
what now takes you 20 or 25 min- 
utes. The minutes are your answer 
—they add up. 


Plan your goals—schedule 
your plans 


m “Plan in advance how a job is 
to be done, and it’s more than half 
accomplished,” says industrialist 
Henry J. Kaiser. 

Often, an executive's work load 


seems heavy because it’s poorly 
planned, loosely scheduled and 
loaded with trivia. Definite plans 
for long-range projects plus daily 
activities can trim wasted effort, 
reduce that overweight workload. 

Will emergencies disrupt the 
plan? Not according to an Ameri- 
can Management Association sur- 
vey. AMA found that the largest 
single chunk of a top executive's 
time is devoted to planning and or- 
ganizing personal and company 
activities. More important was this 


significant fact: executives with the 


most far-sighted plans had to de- 
vote less than 5% of their time to 
emergencies. 

Marketing Vice President George 
Weissman of Philip Morris Co. adds 
these advantages to good executive 
planning: 
= Makes you think through to log- 
ical conclusions. 
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™ Causes you to get information 
needed to create effective action 
and good follow-through. 

= Helps you choose alternatives— 
some better than your original ap- 


‘proach. 
_® Alerts you to follow-up possibil- 


ities. 

™ Keeps you on top of your work- 

load rather than under it. 

™ Outlines a course of action after 

planning — research, decision-mak- 

ing, specific delegation, motivating 

others. 

™ Keeps you on course if your job 

takes you away from headquarters. 
Planning for broad goals lets you 

see at the beginning alternatives, 

hidden costs, short cuts and even 


“bugs” in the plan that you can’t 


otherwise anticipate. The more you 
weigh each facet of a particular 
job, the more likely you are to de- 


velop fresh, original approaches. 


A smooth plan serves you in 
other ways. It keeps your goals in 
sight at all times and it saves you 
time you might ordinarily have 
spent rushing around trying to de- 
cide on subsequent steps in the 
operation. 

A word of warning, however: 
Don't make your eventual goal too 


- ambitious. It’s better to set more 


limited objectives with better 
chances of accomplishment. The 
overly ambitious man often feels 
bitter, resentful or frustrated if he 
can’t achieve his goals. 

Scheduling your day for optimum 
efficiency is as important as devel- 
oping a plan for your objectives. 

Careful, deliberate scheduling 
can give you an extra two hours a 
day. Go down your list of jobs on 
your job profile, dispensing with 
those that you specifically do not 
have to do. When you have a list 
of “musts,” ask yourself how you 
can cut each one down to take less 
time and effort. 

Planning outlines the overall pic- 
ture and scheduling gets right down 
to the immediate problem—how to 
best handle your tasks in the next 
hour, the next day, the day follow- 
ing. Your schedule must be, in ef- 
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fect, your day-to-day plan—well- 
conceived, constantly carried for- 
ward, designed to do a job for you. 
Now is the time to use fresh 
copies of your 15-minute time seg- 
ment chart. Opposite each time, 
write down a job. If possible, com- 
bine two or more tasks. Try to let 
one assignment lead into the next. 
It makes for a smoother schedule. 
Schedule your in-office appoint- 
ments in one block, rather than dot- 
ting them throughout your day. 
You work best when freshest. 


Since all of us work best at differ- . 


ent times of the day, you'll have to 
decide what your optimum period 
is. Put the unpleasant or difficult 
jobs in that segment. If you leave 
them to a later or slower period of 
your day, you only make them more 
difficult or unpleasant. 

Another hint: schedule the larg- 
est or hardest jobs for Monday or 
Tuesday. Chances are youll have 
more free time then. And doing the 
jobs early gives you the psycholog- 
ical feeling that the week's “hump” 
is over. 

Some efficiency experts say vary- 
ing the types of jobs in your sched- 
ule leads to the most productivity. 
Writer Walter Pitkin, for example, 
often worked on three books at 
once, shifting from one to another 
when he found himself bored or at 
inspiration’s end. 

Variation minimizes monotony, 
the cause of most mental slumps. 

At the end of the day, take 10 
minutes to go over your schedule 
for the next day. By organizing the 
following day before you leave, 
youll have less concern about your 
office when you get home. 


Delegation—key to load 
lightening 


™ Most executives can _ liberate 
from one to three business hours 
by fuller delegation. That's the con- 
clusion the Young Presidents’ Or- 
ganization reached after a study of 
400 members. 

Naturally, youd prefer to dele- 
gate your unpleasant tasks, and re- 


—it is how much work you get done in a normal working day. 


tain those you enjoy. You might 
hesitate to delegate those jobs you 
know you can do faster and better 
yourself. 

These four criteria can help you 
decide what to delegate: 

1. Is it a policy item? If so, don't 
delegate it. 

2. Is it repetitive or routine? If 
so, delegate it. 

3. Do my subordinates have the 
ability and facts to make the neces- 
sary decisions? If so, delegate it. 

4. Is there really a choice—can 
I even consider spending time in 
this area in relation to other items 
of far greater importance? If not, 
delegate it. 

An American Management Asso- 
ciation survey listed the reasons 
why more executives don't “farm 
out” enough work: they feared the 
delegated duties wouldn't be han- 
dled properly; they lacked an or- 
ganized delegation plan; or they 
failed to hire, develop and_ suffi- 
ciently pay subordinates of the de- 
sired calibre. 

Subordinates, including secretar- 
ies, of the best delegators told the 
Ohio State University Personnel 
Reseach Bureau why they consid- 
ered their superiors good delegat- 
ors. The two outstanding delegation 
characteristics of these executives 
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“It's hazardous for an executive 

to start delegating just to make 

his job simpler. On the other 
hand, when your motivation is to 
strengthen the organization, you’re 
more likely to look for unused. 
talents among your workers and 
delegate accordingly.” 
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were 1) consideration and 2) good 
communication. 

For consideration, replies were 
similar to this: 

“He’s careful not to hurt our feel- 
ings.” 

“Shows pleasure at a job well 
done.” 

“Doesnt insist on doing it his 
way.” 

For good communication: 

“Clearly defines any problem he 
assigns.” 

“Informs us on company rules 
and policies.” 

“Tells us the company’s over-all 
goals.” 

Since delegation ultimately helps 
the over-all coordination of the or- 
ganization, the human factors are 
all-important. 

The man who delegates too much 
work is likely to be in the same fix 
as the man who delegates too little, 
however. If the executive is con- 
tinually interrupted by assistants 
seeking his approval or criticism, 
his time for creative thinking and 
planning is seriously cut. 

“It’s hazardous for an executive 
to start delegating just to make his 
job simpler,” summarizes Dr. Don- 
ald Laird, co-author of The Tech- 
niques of Delegating. “On the other 
hand, when your motivation is to 
strengthen the organization, you're 
more likely to look for unused tal- 
ents among your workers and dele- 
gate accordingly.” 

“Delegating is not a streamlined 
gadget you can put on top of your 
desk, wind up every Monday morn- 
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C. R. Smith of American Airlines, on delegation: 


“Delegation was the key step in my climb from employee to the 
presidency of American Airlines. When | got my first assistant, | was 
dissatisfied with almost everything he did. It took so long to explain 
what | wanted and so long for him to do the job half as well as I, that 
| figured more time was wasted than gained. Then | realized that so 
long as | was limited to doing what | could accomplish myself, I’d always 
be short on time with no real advancement opportunity. So | con- 
centrated on getting and training industrious and competent aides to 
do the job, even if they didn’t operate exactly as | might have. Each 
brain and pair of hands | trained helped give me more time to develop 


myself further and move ahead.” 


ing, then forget about until the 
next Monday. It’s a pattern of hu- 
man relationships woven into your 
hour-by-hour activities and deci- 
sions.” 

Knowing what, how much, and 
to whom to delegate is essential in 
really streamlining your workload. 


Cut down on time robbers 


# Many busy executives find them- 
selves mired down in telephone 
calls, reading and writing letters, 
and interruptions. With a little ef- 
fort, these time robbers can turn 
into time savers. 

The telephone kept ringing inside 
a New England farmhouse while 
the farmer stood talking to a passer- 
by. 3 

“Pay it no mind,” the farmer ad- 
vised. “I put that phone in for my 
convenience. 

Although his phone’s purpose is 
to speed communication, too often 
the busy executive uses it unneces- 
sarily, or talks too long, or finds 
phone calls interrupting important 
projects. 

“If you don’t become a master 
of your telephone, it can easily run 
you.” So says real estate developer 
William Zeckendorf. 

Here are some obvious but often 
overlooked tips to make your tele- 
phone work for instead of against 
you: 

1. Is the call really necessary? 

2. Is the phone the best way to 
get or convey the necessary infor- 
mation? 


3. Be specific while talking. Elim- 
inate conversational frills. 

4, Be prepared when you call. 
Don’t waste time looking for infor- 
mation during the call. 

5. Call when youre sure you can 
reach your party. 

6. Screen your calls. Your secre- 
tary can say youre out when you 
don’t want interruptions. 

7. Make sure you have the best 
telephone equipment for your job. 
8. Don't be ruled by the ring. 

Those letters are other time 
eaters. Here are some ways to 
speed your correspondence sched- 
ule. 

Answer letters as soon as re- 
ceived. That gets them out of the 
way for the rest of the day. One 
executive jots down a brief reply 
on each letter as he reads it. Usu- 
ally his secretary can answer the 
letter from the notation. If he 
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“Plan in advance how a job is to 
be done, and it’s more than half 
accomplished.” 
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Seven secrets of persuasion 


Science has backstopped the fine art of selling. Here are the results of a prac- 


tical study made by Yale University on methods of persuasion. These findings 


tell you where, when and how to press the prospect’s “hot buttons” of self- 


interest in order to win acceptance of your products, service or viewpoint. 


Guus Should a_ sales- 
man present his strongest argument 
first—or save it for the close? When, 
if ever, should a prospect’s fears be 
built into reasons for buying? 
Should a salesman ever admit a 
negative fact about his product? 
Does it really help—or hurt—to get 
the buyer “into the act”? 

Some startling answers to these 


and other questions about persua- 
sion have emerged from the Psy- 
chology Department of Yale Uni- 
versity, where a group of social 
scientists, working under a grant 
from the Rockefeller Foundation, 


recently scrutinized the effects of 
different tactics on buyer psy- 
chology. 

For the sales minded executive, 
concerned with the methods of 
persuasion used by his company’s 
sales people, the results of the Yale 


experiments offer a gold mine of 
_ profitable information. Reached un- 
der laboratory conditions, the find- 
_ ings are neither colored by personal 
opinion nor slanted by individual 


experience. They are tested, meas- 
ured, proven. 


1. Can you afford to give both 
sides of your story? 


™ Many salesmen, committed to 
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the power-of-positive thinking ap- 
proach, argue that bringing up 
negative points about their product 
in a presentation is the sure death 
of a sale. “Talk yes, get yes,” they 
contend. 

Here’s news from Yale: 

Experiments prove that with at 
least three types of customers, you 
will stand a better chance of closing 
a sale by deliberately bringing up 
the negative points about your of- 
fer, as well as the positive. Which 
types of prospect? 

1. The educated one. 

2. The prospect who disagrees 
with you at the very outset. 

3. The prospect who is exposed 
to subsequent arguments against 
your product from competitive 
salesmen. 

On the other hand, exactly the 
opposite strategy will work for you 
when: 

1. The prospect is uneducated. 

2. Agrees right off with your 
viewpoint. 

3. Is not likely to be solicited by 
competitive salesmen. 

In these cases, the studies show, 
it's best to stay strictly positive. 

In a nutshell: if you are selling 
in a highly competitive field, where 
the prospect is likely to be ap- 


proached by other salesmen com- 
peting for his business, you can 
largely neutralize their arguments 
by anticipating — and answering — 
them in advance. In effect, you arm 
the prospect with reasons for ignor- 
ing or discounting the arguments 
he will hear against your product. 
Thus “innoculated,” he will tend 
to retain the positive conclusions 
you have planted in him; in fact, 
he is likely to take pleasure in re- 
sisting your competitors with rea- 
sons he has already accepted as 
convincing. The result: a sale. 


2. When to admit limitations 


= Two groups of people were ex- 
posed to identical presentations on 
the rewards and drawbacks of a 


GIVE 
GOOD 
POINTS 
FIRST 


common household product—with 
one small difference. The first group 
was informed of the rewards of 
owning the product, then told of 
the drawbacks. This order was re- 
versed with the second group. Sev- 
eral weeks later, both groups of 
individuals were questioned. The 
first group had bought almost twice 
as much of the product as the sec- 
ond group. 

Psychologists call this the “pri- 
macy effect.” That is, what a pros- 
pect hears first lingers with him 
longest. If you list the benefits of a 
product or service before the draw- 
backs, you create a “that’s-for-me” 
state of mind. Start with the draw- 
backs and you create a “no-thanks” 
attitude. 


“YOU 
CAN 
SCARE ‘EM 
TO DEATH 


3. Is it safe to let the prospect 
draw his own conclusions? 


™The Yale group discovered that 
the answer to this question depends 
on two factors: 

1. Does your proposition involve 
the prospect personally—or imper- 
sonally? 

2. Is your proposition a simple 
one—or complex? 


When the prospect is highly edu- 
cated or intimately familiar with 
the subject, it is unnecessary to 
spell out the conclusion for him. 
In fact, he is apt to be insulted by 
your presumption in “drawing dia- 
grams. 

An insurance salesman, for exam- 
ple, need not map for a banker the 
major advantages of creating an 
immediate estate; he may very well 
have to itemize them for a laborer. 
An encyclopedia salesman doesn’t 
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have to go into the same kind of 
details with college graduates as he 
may with high school graduates. 

When the product or service is an 
“ego-involving’ one (automobile, 
home, furniture, jewelry, clothing, 
rent-a-car ), the potential customer 
is strongly motivated to make up 
his own mind. When the product is 
an impersonal one, however (raw 
materials, business systems, ma- 
chinery), the prospect tends to 
welcome conclusion-drawing by the 
salesman. 

Complexity is another factor. If 
the benefits of a product are obvi- 
ous, emphasis on them by the sales- 
man makes little difference. On the 
other hand, if they are involved 
(hidden tax benefits, for example ) 
and the steps leading from the 
premises to the desired conclusion 
are not immediately obvious, the 
salesman should spell out in detail 
the benefits he is offering. 


4, Fear—your friend or foe? 


=“You wont be popular unless 
you use our product.” 

“You wouldn't want to leave your 
family in want, would youP” 

“You're losing money by not car- 
rying our line.” 

Much effective selling is based on 
a threat, hidden or obvious. But 
just how powerful a selling tool is 
the old-fashioned scare? What are 
its limitations? 

While much work remains to be 
done in this area, a good deal is al- 
ready known about the efficacy of 
threat appeals in selling. 

The Yale group found, for exam- 
ple, that three things occur when a 
prospect is exposed to a threat ap- 
peal. He thinks, “This might hap- 
pen to me.” He grows tense. And 
his tension is reduced as he listens 
to the salesman explain how to 
avert the threat. Most important, 
this reduction of tension operates 
as a reinforcement of the salesman’s 
recommendations. 

However, there are three built- 
in pitfalls in the threat approach. 
™ Each of us is equipped with a 
kind of unconscious blackout sys- 
tem. When we experience some- 
thing too oppressive for comfort, 
we drop a curtain over it. There- 
fore, if the salesman creates too 


much anxiety, the prospect simply 
tunes him out—he stops taking seri- — 
ously what he hears. 

= Sometimes, when the threat cre- 
ates more anxiety than we can tol- 
erate, we react with aggression to-— 
ward the source of the threat. In 
selling, this can take the form of a 
prospect rejecting or refusing to 
believe the salesman’s statements. 
m If the threat is more than we can 
handle, we sometimes develop a_ 
psychological defense against it. 
Scare a prospect too much and he 
may unconsciously pull a_ blank 
when he later tries to recall what 
you said... or lose interest in the 
subject altogether . . . or deny to 
himself the importance of the 
threat. In any cae, he remains un- 
sold. 

In short, the threat is a powerful 
selling tool—up to a point. Past that — 
point, it ceases to sell at all! it 
simply paralyzes. The word: mod- 
eration. 


\ 


5. Should your prespect “get 
into the act’’? 


® Yale’s answer, corroborating the 
experience of most salesmen: an 
unqualified “Yes!” 

But what if the salesman is sell- 
ing an intangible—or a_ product 
with long range benefits? It’s obvi- 
ously one thing to get a prospect 
to test-drive a car or hammer a 
piece of unbreakable glass or use 
a tool. How, though, can you get 
the potential customer for a piece — 
of real estate or an insurance policy 
“into the act”? 

There is a way—powerful, con- 
vincing, practically sure-fire. 

It's called “verbal conformity.” 
Put simply, the Yale scientists dis-_ 
covered that “saying is believing.” 
Get a prospect to repeat all—or a 
part—of your presentation in his 
own words and the simple act of 
saying will influence his private 
convictions. Several methods for 
achieving this “verbal conformity” 
suggest themselves. A  salesman_ 
might ask the prospect to explain 
the product or proposition to his 
wife, partner or colleague. He 
might suggest the prospect dictate 
a memo on the subject. He might 
even purposely grope for words, 
allowing the prospect to fill them 
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in. The point is—get the prospect 
talking. 

There are three vital advantages 
to this technique: the prospect in- 
variably puts the message in his 


own words, thus picturing more 


clearly in his own mind the benefit 
images you are trying to create. 
The words he chooses are those 
that have the most emotionally 
loaded meanings for him (some- 
thing no salesman can ever know 
for sure). And by encouraging him 
to put it in his own terms, the sales- 
man boosts the odds that at a later 
date some reinforcing situation will 
occur to remind the prospect of the 
presentation. 

For instance, suppose insurance 
agent Smith doesn’t know that pros- 


“pect Jones would like to assure a 


substantial donation to his alma 
mater. By permitting Jones to put 


the benefits of increased insurance 


into his own words, Smith may get 
Jones to say to Mrs. Jones, “This 
extra insurance would be a wonder- 


ful way to do something for the 


university.” Having said that, days 
after Smith has departed, Jones will 
think of the increased insurance 
whenever he receives literature 
from his school, drops in at his uni- 
versity club or discusses college life 


with friends. They represent “re- 
inforcing” situations. 

A word of caution: make very 
sure that the prospect understands 
your message before he puts it into 
his own words, for the Yale experi- 
ments indicate that if he bungles 
his “performance” he grows dissa- 
tisfied with himself—and transfers 
to the message his inadequacy in 
explaining it. If his performance 
satisfies him, the message tends to 
satisfv—and_ persuade. 


6. Does repetition pay off? 


m Only up to a certain point. A 
message—any message—is remem- 


’ bered better if it’s heard twice in- 


stead of once, three times instead 
of twice, four times instead of 
three times. But, according to the 
results of intensive experiments, 
there is little improvement in the 
prospect's retention of your sales 
story after the fourth repetition. 
Lesson: if you haven't sold after 
the fourth approach, lay off for a 
while. Then go back and start over. 


7. Different prospects, different 
tactics 

= “Persons low in self-esteem and 

self-confidence tend to be the most 

easily persuaded. These uncon- 


sciously seek the approval of others 
whom they automatically accept as 
superior to themselves. : 

And who is the prospect with 
the greatest sales resistance? The 
“nervous,” neurotic, habitually sus- 
picious person. 

Further, say the researchers, per- 
sons of high intelligence or good 
education tend to be swayed less 
easily by emotional appeals than by 
impressive logic supported by ac- 
ceptable proofs. 

People of low intelligence re- 
spond more readily to emotional 
selling, are less critical, less easily 
moved by logical arguments. ™ 


OR DROWN 
“EM IN 7, 
TEARS 


12 WORDS THAT TRIGGER ACTION 


TV and radio advertisers invest millions in commercials that must back persuasion into 
every precious moment. Here are 12 of the most persuasive selling words as discovered 


by expert research. 


you 
money 
save 


new 


results 
health 
easy 


safety 


love 
discovery 
proven 


guarantee 


a 
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Have you made your foremen 
Pca De cms 


Don’t blame your foremen if 
they are weak leaders. Such 
weakness is commonly man- 
agement’s fault. For a fresh 
look at your foremen and their 
problems, rate your company 
on this check list. The process 
may reveal the reasons for a lot 


of wasted potential. 


By Robert A. Heintze 


You can ignore all the hogwash 
about foreman relations if you ac- 
cept one proven point: 


Subordinate managers will be 
only as strong as you allow them 
to be. 

Listen to E. Finley Carter, direc- 
tor of Stanford Research Institute: 
“I have found that by and large 
people endeavor to live up to the 
reputation you hold for them. If a 
man really believes that you expect 
something of him, he tries very, 
very hard to live up to those expec- 
tations. I have found this to be 
true in family situations, communi- 
ties, and I have also found it to 
be true in business.” 

There is no need to recite the 
value of having foremen who live 
up to your expectations. Selecting 
the right men is the first require- 
ment. But why do so many good 
candidates fail to spark? Frequently 
it’s just because management fails 
to add the trimmings that make the 
job important. For instance, a tele- 
phone, a desk, a nameplate or a 
public commendation can do more 
to ignite a foreman than hours of 
talk by his boss. 

Has your company created fore- 
men or foremice? To find out, score 
your company on this check list. If 
the total score for the 12 items is 
less than 24 points, new action is 
clearly required. @ 
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IDENTIFICATION WITH MANAGEMENT 


MANAGEMENT RESPONSIBILITIES 


SECURITY 


WORTH 3 POINTS 


Paychecks are handed out by the foreman. Safety, 
suggestion and other special awards are presented 
by the foreman. 


Foreman on regular salary plus bonus. 


Foreman has desk and chair. 


Foreman has special management prerogatives, i.e., 
special parking space, no time clock to punch, name 
in company phone book, dines in management dining 
room, special locker facilities. 


Foreman has final say on hiring new man. May accept 
or reject recommendation of personnel officer. 


Foreman and personnel officer work together on per- 
sonnel problems. Personnel officer merely counsels 
and recommends. 


1. Foremen are briefed at periodic meetings. 

2. Foremen’s ideas or questions are welcomed by 
higher management. 

Foremen receive up-to-the-minute reports when a 
major company event is in the making, i.e., special 
meeting for explanation of company financial reports 
just before they are released to the public; daily 
progress reports during union negotiations. 


~ 


Foreman is recommended for a good record or a job 
well done. Good performance as well as bad is recog- 
nized and acknowledged by higher management. 


Higher management has investigated to ascertain 
whether foreman needs clerical help. 


[SS a 
Management backs up the foremen’s decisions in front 
of his men. If it becomes necessary to reverse the 
foremen’s decision, higher management always lets the 


foreman inform his men of the change. 
SS I PE RP SI SS OS 


General policy is to keep foreman on full pay and 
permit him to retain his post during minor downtrends 
in the company’s business, thereby stabilizing the 


foreman’s security and morale. 
SSS 


General foreman and superintendent jobs are filled 
by promotion from foremen’s ranks wherever possible. 
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men or mice? 


WORTH NOTHING 


WORTH 2 POINTS 


Not appucable or not feasible in 
our company. 


Foreman on regular salary. 


Foreman has worktable and chair. 


Foreman and personnel officer de- 
cide jointly on the hiring of a new 
man. 


Although personnel officer doesn’t 
dictate to foreman, he can count 
on higher management's habitual 
failure to back up line officers any- 
time he wants to refer a personnel 
question to higher authority. 


Foremen are not only briefed on 
policies and problems but their rec- 
ommendations are solicited where 
possible (policy thinking should not 
be confined completely to executive 
level), i.e., foremen are asked what 
effect future plans or policies will 
have on the work force and whether 
-such plans are workable. 


Although foreman is promptly criti- 
_cized when things go wrong, he gets 
an occasional ‘pat on the back” for 
-a job well done. 


WORTH 1 POINT 


Paychecks are passed out by an out- 
sider. Suggestion and safety awards 
are presented by someone outside 
the department. 


Foreman on hourly pay (short pay- 
check for short week). 


Foreman has only a stand-up desk. 


Foreman lacks special prerogatives 
of management. 


Personnel officer either hires new 
man outright or is usually able to 
pressure foreman into agreeing on 
his choice. 


Personnel officer is in the habit of 
dictating to foreman on personnel 
problems. 


Foremen’s meetings are held at least 
every month with foremen being 
advised as to current problems and 
decisions. 


Foreman is left alone as long as his 
department is functioning smoothly. 
However, criticism or penaity will be 
swift in coming if things go wrong. 


AN MM CHECK LIST 


Foreman just a lead worker. 


Has no desk. 


Personnel officer has been 
known to dictate instruc- 
tions to foreman in pres- 
ence of a worker with a 
complaint. 


The foreman is often just as 
much in the dark as work- 
ers coout the purposes that 
underlie management poli- 
cies. Foreman often has to 
learn of company problems 
or decisions through the 
grapevine. 


SCORE 
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It has never occurred to higher man- 
agement that the foreman might 
need clerical help. If the foreman 
has appealed for such help higher 
management has never been suffi- 
ciently interested to investigate the 
matter. 
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Higher management has been 
known to reverse foreman’s decisions 
in front of his men. 


Usually, foreman is demoted to 
ranks or put on short pay every time 
business tapers off. 


Higher management is inclined to 
bring in outsiders or special trainees 
to fill general foreman and super- 
intendent jobs. 


EERE 
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Lease it—don’t buy 


cs 
@ aa 


Equipment leasing frees working capital, permits big tax savings, 


offers other benefits. Companies of all kinds that sell to business 


now offer lease plans. And firms that specialize in equipment leas- 


ing are springing up everywhere. In this article, the president of 


one such leasing firm gives figures from actual case histories to dem- 


onstrate how leasing can be used by the cash conscious businessman. 


ME To conserve work- 
ing dollars, you can now lease just 
about any kind of equipment you 
need for your business—from add- 
ing machines and autos to heavy 
plant equipment and fishing scows. 

Is long-term equipment leasing 
just a tax saving fad that will fade 
as quickly as it blossomed to prom- 
inence? 

Not according to a study by the 
Foundation for Management Re- 
search. The study shows that in 
1950 leasing accounted for less 
than .5% of productive equipment 
used by business. Last year the fig- 
ure went up to 2%. By 1964, says 
the study, “equipment leasing will 


_increase its dollar volume sixfold, 


and five times as many companies 
will lease production equipment as 
do today.” 

Businessmen give eight common 
reasons for leasing, rather than buy- 
ing: 

1. Working capital is preserved. 

2. Normal bank lines remain un- 
disturbed. 

3. Equipment leasing offers 100% 
financing, as against a maximum of 
75% or 80% through other methods. 

4. Equipment is paid for out of 
before-tax earnings rather than 
after-tax profits. 


dA. 


by Robert Sheridan 


5. Cost cutting equipment can 
be installed immediately to 
strengthen competitive positions. 

6. Tax-timing advantages may 
result. 

7. Leasing provides a hedge 
against inflation and rapid obsoles- 
cence of equipment. 

8. Long term financing is ob- 
tained without diluting ownership 
or control. 

Preservation of liquid working 
capital, so that it can be used to 
earn profits rather than be frozen 
in equipment, is the major reason 
why companies decide to lease. 


A chemical company case 


™ The example of an important 
East Coast chemical company re- 
veals the importance of this reason 
clearly. The company is a prime 
contractor for solid fuels for the 
missile program in addition to other 
operations. It is a publicly held, 
listed company which, in its last 
fiscal year, showed an increase in 
sales of 50%, from $20 million to $30 
million. Its latest balance sheet 
shows current assets of $9,108,000 
and current debt of $7,092,000, or 
a current ratio of 1.27:1. 

This company recently moved 
into a new building to house its en- 


gineering personnel. The building 
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was not air conditioned. After care-— 


ful examination of alternatives, the 
company decided to lease about 
$35,000 worth of air conditioning 
equipment—five 10-ton York pack- 
age units and one 15-ton York pack- 
age unit. Terms were a three-year 
lease at $1,110 per month, with re- 
newal options. 


The overriding reason for the de-— 


cision to lease was that purchase 


would reduce available liquid — 
working capital. In its last pub- 
lished statement the company 


showed that it had net working 
capital of $1,926,000. Profits earned 
on net working capital were in line 
with the chemical industry average 


—slightly under 25% after taxes, or 


approximately 50% profit on net 
working capital before taxes. 


In other words, this company re-_ 


alized that every dollar it took away 
from its net liquid working capital 
to spend on equipment would cost 
50 cents in before-tax profits on this 
net working capital. In effect, then, 
the company would have sacrificed 
$17,500 in before-tax profits if it 
had purchased this $35,000 worth 
of air conditioning equipment. And 
this is in the first year alone. As a 
result of this calculation, this chem- 
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ical company then proceeded to ex- 
pand its leasing operations to in- 
clude calculators and a wide range 


of office machines, so that it is now 


leasing equipment in a six figure 
amount. 


The cost of cash 


m This freeing of working capital 
for more profitable use is the nub 
of the special advantage offered by 
leasing. 

When a company acquires a 
piece of equipment, or several 
pieces totaling (say) $10,000 or 
any multiple thereof, the purchase 
cash must come from somewhere. 


If it comes from the company’s own 


depreciation reserves plus an addi- 
tion from working capital, that cash 
costs the company something. 

It is true that many companies 
do not regard this use of their own 
cash as costing them anything. This 


_may be true if a company is sitting 
on surplus idle cash which it can- 
not employ profitably in the busi- 
ness. This is rare. Most companies 


suffer from the contrary diseases: 


not enough cash to stretch over all 
the obligations. When a company 
takes part of its cash (from what- 
ever fund it may be) and freezes 
that in fixed assets, that cash is re- 


-moved from liquid working capital. 


Since profits are earned on liquid 
working capital, multiplied by an- 
nual turnover, anytime a company 
cuts into its liquid cash, it cuts into 


its profit-making ability. 


There is no mystery about this; it 
is elementary accounting. The net 
return on net working capital varies 
from industry to industry, and from 


company to company. The chart 
(page 46) gives the average return 


on net working capital for 36 manu- 
facturing industries. Since these re- 
turns are net profits after a 52% 


corporate tax, the before-tax profits 
are at least twice as large. 


What all this boils down to is 
this: when a company takes liquid 
cash out of its current funds and 
ties that up in fixed assets, the com- 
pany pays exactly the before-tax 
profit as the cost of employing that 
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money for acquisition of equip- 
ment. 

Since, in essence, leasing is just 
another method of borrowing 
(fixed) capital for comparatively 
long term, a company has only to 
figure out 1) what it costs for com- 
pany cash to be frozen in equip- 
ment, as against 2) whether it is 
cheaper to pay the leasing company 
to use its capital to acquire the 
equipment. 

This is admittedly an oversimpli- 
fication, but it is nonetheless accu- 
rate. For companies which don't 
have spare cash to sink into equip- 
ment, use of the leasing company’s 
cash proves a great boon. 


Rapid write-off 


m Another advantage cited for 
leasing is the rapid write-off of 


Robert Sheridan is president and 
founder of Nationwide Leasing Co., 
Chicago and New York. He is a 
graduate engineer and has done 
graduate work in business administra- 
tion at Northeastern and the University 
of Chicago. 

His experience in industrial 
marketing led him to found Nationwide 
Leasing Co. in 1957. The company 
is considered the fastest-growing 
in its field. 


THE MONTHLY COST OF LEASED EQUIPMENT 


This is a list of typical equipment, its original price, and the monthly leasing charge, 
based on a five-year lease. It is important to recognize that the rates cited ar 
average rates, which will vary slightly depending on a company’s credit standing. — 


© 


Monthly : 


z : Original Lease — 
Manufacturer Equipment Price Charge © = 
York Corp. (Borg-Warner) Model 554 air conditioner $1,600 $33.60 - 
York Corp. (Borg-Warner) DER-14 ice machine 2,600 54,60 
Comptometer Corp. Comptograph model 220M 440 9248 att 
Friden, Inc. : Model FTCP-8 flexowriter —-_- 33,766 79.09 
National Cash Register Register L500: 11.55 
A. B. Dick ‘Model 350 offset duplicator 3,000 63,00 : 
Associated Testing Laboratories LHA-8 altitude chamber 5,350 112.352 
Myer-Sherman Grainveyor 4,000 84,00 
Special Equipment, Inc. Leather drying machine 25,000 525.00 
Rocket Equipment Corp. Car washing equipment 20,000 420.00 © 
Ampex Audio, Inc. Model 350 tape recorder 1,200 25.20 
Comptometer Corp. D20G dictating unit 683. 14.34 
Addressograph-Multigraph Corp. Model 1900, addressograph 2,972 62.41 
Vilter Mfg. Co. Compressor unit 5,890 123.69 
Industrial Refrigeration Co. Blast freeze unit 7 430 156.03 
Alemite Corp. Automotive lubrication unit 750 15.75 
Hunter Co. Auto front end alignment unit 1,512 31878 
Mid-Century Instrumatic Co, Analog computer 50,000 1,050.00 
Heath Co. Oscilloscope 1,000 21.00 
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PERCENT OF NET PROFIT ON NET WORKING CAPITAL 


Airplane parts and accessories 
_ Automobile parts and accessories 


17.37% 
15.18 


Hardware and tools 
Hosiery 


Bakers — 
Bedsprings and mattresses 
Bolts, screws, nuts, and nails 
Breweries 
“Chemicals (industrial) 


Coats and suits, men’s and boys’ 


Coats and suits, women’s 
Confectionery 


Contractors, building and construction 


Contractors, electrical 
Cotton cloth mills 


Cotton goods, converters, non: doctored 
Dresses, rayon, silk and acetate 


Drogs 
Electrical parts and supplies 
Foundries — 
Furniture — 


equipment costs. For example, a 
hydraulic press has a depreciable 
life of 25 years under Schedule F. 
If leased for a five- or seven-year 
period, the rental cost will be writ- 
ten off in that five- or seven-year 
period. 

There is nothing underhanded 
about that procedure, or hazardous. 
If the lease is a genuine lease, un- 
encumbered by unrealistic purchase 
options, the tax law and the Inter- 
nal Revenue regulations permit the 
taxpayer to deduct in full all lease 
payments which are “ordinary and 
necessary” to the operation of the 
trade or business. No ruling has 
ever contravened that point. 

Which means that a hydraulic 
press can be written off in the lease 
period instead of the 25 years re- 
quired by the government. This 
same advantage is not available if 
the equipment is being purchased 
either for cash or on installment. 
This is an acquisition of an asset, 
and in those cases, the government 
depreciation schedules hold. 

This fast write-off means more 
cash flow from day to day, which 
is another advantage of leasing. It 
is for that reason that so many ma- 
jor manufacturers have taken to 
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Source: 14 Important Ratios, 


19.26 
11.43 
17.79 
10.26 
2378 
98 

5.78 
10.13 
16.71 
13.80 

9.53 

5.05. 

6.66 
25.69 
18.17 
21.78 
14.12 


Machine shops 


Metal stampings 


_ Paper 
Paper boxes 


Printers, job 
_ Shoes 
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using leased equipment in the post- 
war period. And it is for the same 
reason that smaller companies are 
now beginning to follow along the 
same path. 


A record company case 


= How all this works might be il- 
lustrated from other cases in Na- 
tionwide Leasing Co.’s files. One 
firm is a major record company, 
one of the Big Five of the recording 
industry. This privately held com- 
pany, which is headed by able and 
aggressive management, has been 
growing with great rapidity, chalk- 
ing up annual gains in sales of 20% 
and more. 

For this company also, the pri- 
mary reason for leasing was to aug- 
ment tight working capital, which 
was being strained by expansion. 
This situation, however, bears par- 
ticularly on one specific aspect of 
industry financing which illustrates 
a specific advantage offered only 
by leasing. 

Short term bank credit plays a 
vital role among the recording com- 
panies which depend on their short 
term bank lines to support wide- 
spread and large accounts receiv- 
able, continual royalty payments to 


Outerwear, knitted 
Overalls and work clothing — 
_ Paints, varnishes and lacquers 


- Machinery, industrial 
Meats and provisions, pokes 


Petroleum, integrated operators 


_ Shirts, underwear are pajamas, men’ - 


Stoves, ranges, ovens 


& Bradstreet, inc., 1958 


artists, considerable material costs, 
and maintenance of a sufficiently 
large and flexible inventory. 

This record company was open- 
ing a new plant to handle its ex- 
panded volume, but it was faced 
with two problems: 1) if it took 
cash from working capital for 
equipment, it would curtail its ex- 
pansion and 2) if it used its normal 
bank lines to finance equipment 
purchases, it would reduce the 
amount of short term borrowing it 
could obtain for other purposes. 
This is because bank credit is based 
on net worth and will normally not 
exceed a given proportion of a com- 
pany’s net worth. 

The company’s start in leasing 
was quite modest. It leased a $3,500 
A. B. Dick offset press to print its 
labels. Shortly afterwards, when ad- 
ditional equipment was needed, the 
company decided to add this to the 
original master lease. When this 
phase was completed, some $95,000 — 
worth of presses, dies, photographic 
equipment, and other machines was 
covered by a single lease and paid 
for by a single monthly payment. 
The company’s bank lines were not 
affected, since the lease payments 
for only the current 12 months are 
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carried on the balance sheet as 
liabilities. The remainder appears 
only as a footnote on the balance 
sheet. 

The next, and final, step this 
company took was to negotiate a 
sale-leaseback agreement of $160,- 
000 worth of injection-molding 
presses in its new plant. As a result, 
this company today has the benefit 
of $255,000 worth of the most mod- 
erm equipment, it enjoys the in- 
creased income yielded by _ this 
equipment, it enjoys a favorable 
position insofar as production costs 
are concerned, and it has not im- 
paired its short term bank credit— 
all without the outlay of a dollar 
of liquid working capital. In fact, as 
a result of its sale-leaseback agree- 
ment, it has improved its position 
in this respect. , 

Other benefits accruing to this 
company as a result of this lease 
include: 

1. Expansion was made possible 
without dilution of ownership. 

2. Equipment will be paid for 
out of the before-tax earnings it 
produces. 

3. The company will deduct its 
full lease payments as operating ex- 
penses. 


Hedge against inflation 


m Another important advantage of- 

fered to businesses by leasing is 
that it provides a hedge against in- 
flation, by permitting acquisition of 
cost-cutting equipment immediate- 
ly and paying for it in depreciated 
dollars (thus also avoiding future 
increases in the cost of equipment). 
This explained why one of the 
largest packers and canners in the 
world late last year leased the 
world’s largest refrigerated fishing 
scow to add to its fleet. 

This long term _ transaction 
(seven year lease with five one-year 
renewal options ) included the ves- 
sel, the Jimbo, with a 450,000 
pound capacity, and all its tackle 
and equipment, including its re- 
frigeration system. Total amount of 
the lease was about $165,000. In- 
volved also were important tax 
considerations that were significant 
to this producer. 

For other businesses, the controls 
on management imposed by banks 
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and institutional lenders are often 
not only onerous, but may result in 
defeating the purpose of the loan. 
A chicken processing company in 
Arkansas, for example, recently 
sought to finance the purchase of 
some $60,000 worth of special, cus- 
tom-built processing equipment. 
The machinery was needed to take 
advantage of the growing market 
for the company’s product. The fi- 
nancing institution, however, sought 
to restrict further expansion until 
this new equipment was paid for. 
This company thereupon leased the 
equipment and was able to put it to 


work immediately to pay for itself 
out of earnings. 

These are some of the ways 
equipment leasing has helped a 
number of companies solve prob- 
lems that are becoming more and 
more typical in our changing econ- 
omy. As with any tool, leasing fits 
certain situations. Where it fits can 
be determined only by examination 
of a company’s liquid working capi- 
tal position, its rate of profit on net 
working capital, its need for equip- 
ment, and the net cost of the sev- 
eral methods of financing available 
to the company. 


HOW LEASING WORKS : 
A company wishing to lease equipment contacts a leasing firm ane - 


submits an application describing itself, its financial position, and naming __ 


the equipment it wishes to obtain. The company selects the ep et i - 
wishes and arranges whatever price it can negotiate. : 


If the company qualifies, the process of delivering the equipment stare 
the day the papers are signed. Lease payments start when the rau, 
ment has. been delivered. - 


lencih of terms 


Leasing i is long-term. Normally it ranges from three to 10 years, depend : 
ing on the company and the size of the lease. Most leases fall between 
three and five years. Payments can be either equal monthly payments — 
or tailored to any preference of the user and adjusted to any accounting 
system. Renewal options are available for one or more years. 


Cost 


The cost is the original price of the equipment, plus a small leasing — 
charge. The entire cost is paid in the original leasing term. . 


Types of equipment 


All types of equipment can be leased under a single master lease ane ; 
covered by a single monthly lease payment. 


Purchase options 


Purchase options are available, but not recommended, according to 
Nationwide Leasing Co. The reason is that purchase options can be 
interpreted by the Internal Revenue Department as converting a leasing 
agreement into a conditional sales contract. The effect of such an inter- 
pretation is to cost the user the benefit of deducting his full leasing 
charges as an operating expenses. 


Ora eR a a aaa 
FREE A complete study on the costs of equipment leas- 
BOOKLET ing has been published by the Foundation for 


Management Research, entitled, “Lease or Buy? 
Comparative Costs of Equipment Acquisition” 
Single copies are available free to readers of 
Management Methods. For your free copy, circle 
number 273 on the Reader Service Card in the 
back of this issue. 
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FOR EXAMPLE — 
any special-type data you require 
searched out from tape and printed 


FLEXOWRITER® is an automatic writing ma- 
chine which produces a code-punched tape 
as a by-product of writing the original docu- 
ment. As the common-language link in an in- 
tegrated data processing system, the punched 
tape automatically creates other records, 
eliminating the continuous manuai re-process- 
ing of data that runs up office costs. Auxiliary 
units expand Flexowriter applications. 
-Friden’s SELECTADATA®, for example, searches 
out and prints selected data in punched tape. 
Selectadata can be programmed to 
select specific items in billing or in- 
voicing, names and addresses, any 
of scores of specified item data. 


e 
e 

e 

° 
Flexowriter® S 
cable-connected to Selectadata® e 
rs 
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VW kind of business you’re in, however 
big or small your office operation, your firm 


can have a Friden-automated office with maximum 
savings in overhead costs. 


Friden has made its name and fame in the office 
equipment field with machines that mechanize 
office functions, eliminating personnel movements 
and decisions. And for these particular automation 
units, you do not pay a fortune! : 


Friden automation units range from the aston- 
ishing Tape-Talk machines—the Computyper®, 
Flexowriter®, Teledata® and others of this group— 
to the brilliant Friden Calculator, The Thinking 
Machine of American Business, and Friden Natural 
Way Adding Machines, 

Start with one Friden unit, then add another and 
another as each pays for itself. This is the practical, 
economical way to convert your office routines to 
profitable automation! 


rriden®... 


Automatic office operation is the Friden function— 
Call your Friden Man or write Friden, Inc., San 
Leandro, California...sales, instruction, service 


throughout U.S. and the world. © Friden, Inc. 


FRIDEN SILVER ANNIVERSARY « 1934-1959 


(Circle number 126 for more information) : 
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How to hold key men 


with deferred compensation 


Companies can give their key executives more dollars at less cost through 


deferred compensation. Everyone benefits. The company gets a strong but 


low-cost way to attract and hold key men. The executive — even the high 


tax bracket executive — gets an answer to his retirement problem. Here 


are the facts. 


me Flow can a com- 
»any hold onto key men who repre- 
ent a major asset to the business? 

One excellent method is deferred 
sxecutive compensation. 

This is a method that utilizes the 
ax laws to secure financial advan- 
age for both the executive and the 
sompany. It offers the key executive 
. strong inducement to remain with 
iis company for a specified period 
»f time, usually until retirement. 


fhe problem 


# Consider the problem from the 
yerspective of a hypothetical execu- 
ive. 

Because he is a really good man, 
1e is subjected to the temptation of 
nticing offers from firms trying to 
yirate him away. For any of a va- 
iety of reasons, his present com- 
yany is unwilling or unable to match 
hese offers. 

This executive does not want to 
hange jobs and move; he enjoys his 


ote: This article is intended only for the general 
vidance of the company considering the use of 
eferred compensation. If this method of execu- 
ve compensation seems suitable for your com- 
any’s needs, consult a specialist in the field for 
ore details. 
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By Samuel M. Lipp 


present position, he likes his pres- 
ent associates, and he has deep roots 
in the community where he lives. 
Yet he feels he cannot ignore the 
big salary increase another com- 
pany has offered him, despite the 
fact that most of the increase would 
go to the government in taxes. 

One problem that worries this 
executive is his retirement. He has a 
high standard of living. His position 
in the community requires an active 
social life and extensive entertain- 
ing. Because of taxes and living 
costs, he has been unable to ac- 
cumulate enough savings to guaran- 
tee a retirement income commensu- 
rate with his present standard of 
living. 

His company has established a 
profit sharing pension trust, but this 
has not solved his problem. In order 
to obtain Treasury approval of the 
plan, the company has had to avoid 
discrimination. Thus, the pension 
plan includes all rank and file em- 
ployees as well as executives. 


The answer 


m™ It is problems like these that 
have caused companies to turn to 


deferred executive compensation. 
This method does not require Treas- 
ury approval. The tax benefits can 
be achieved even if deferred com- 
pensation is offered only to selected 
executives. It can be given exclu- 
sively to one employee—even if that 
employee is the major stockholder 
of the company. 

There are three chief advantages 
that deferred executive compensa- 
tion offers to a company: 

First, it discourages a key execu- 
tive from seeking greener pastures. 
The executive's right to receive his 
deferred compensation is condi- 
tioned upon his remaining with the 
company. If he leaves, he forfeits his 
deferred compensation. 

Second, deferred compensation 
can be used to attract needed execu- 
tives. A guaranteed retirement in- 
come at low tax rates is frequently 
more of an inducement to a man 
than immediate income that will be 
taxed at his highest rate. 

Third, a deferred compensation 
contract may cost the company less 
than paying the executive an equiv- 
alent amount as a salary increase. 

There are also three chief advan- 
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tages that deferred compensation 
offers to the executive: 

First, it eliminates or at least re- 
duces the problem of his retirement. 

Second, it offers him a means of 
providing future income for his de- 
pendents in the event of his early 
death. 

Third, it gives him a greater dol- 
lar return from his job because he 
will probably pay a lower tax rate 
on his deferred income. 


How it works 


™ Deferred compensation calls for 
a contract between the company 
and the employee who is to receive 
the deferred income. Contracts 
vary, of course, but certain salient 
points are generally included. 

The executive usually agrees: 
® To remain with the company un- 
til his retirement, usually at a speci- 
fied time. 
® To remain available to the com- 
pany for consultation after retire- 
ment. 
® To refrain from entering the em- 
ploy of a competitor or undertaking 
a competitive business venture on 
his own. 


The company usually agrees: 


= To employ the executive in a de- 
finite capacity until his retirement, 
and to continue to pay him his cur- 
rent salary. Salary increases are not 
precluded by the contract and may 
even be specifically provided for. 


m After the man’s retirement, to 
pay him a definite income in specific 
amounts over a specified period of 
time. 

= To make these payments to a 
beneficiary named by the executive 
if he should die during the period 
he is to receive deferred compensa- 
tion. 

™ To pay a specified amount to a 
beneficiary named by the executive 
if he should die prior to his retire- 
‘ment, and thus prior to his receipt 
of any deferred compensation. 

It is a condition precedent that 
the company’s commitments are 
nullified if the executive leaves the 
company before the specified retire- 
ment time. 

The company should show in its 
minutes that a deferred compensa- 
tion contract has been entered into 
with the executive. 
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How to fund a plan 


m There are many ways to fund a 
deferred compensation agreement. 
The company can set up a sinking 
fund so that it will accumulate the 
cash it has agreed to pay the execu- 
tive. Or the company may simply 
decide that it can make its payments 
out of current income when the need 
arises. 

A more acceptable method, how- 
ever, is to use life insurance. This 
method provides a self-completing 
sinking fund. The very fact that 
creates the need for cash—the death 
of the key executive—furnishes the 
cash, in the form of insurance pro- 
ceeds. 

When using this method, it is im- 
portant to keep the life insurance 
completely separate from the de- 
ferred compensation contract be- 
tween the company and the execu- 
tive. The executive can have no 
interest in or rights to the policy. 
The company should own the pol- 
icy, be the applicant, the benefi- 
ciary and the premium payer. 

The cash value of the policy, if 
any, should be carried as an asset. 
If the company borrows money on 
the policy, the interest it pays is a 
tax deductible expense. 

The premiums paid by the com- 
pany are not a tax deductible busi- 
ness expense. But they are a legal 
business expense and the cash 
values represent a legal means of ac- 
cumulating surplus which is not 
subject to the penalty tax against 
unreasonable surpluses. 


Company tax advantages 


m™ The tax advantages to the com- 
pany and to the executive are 
legion. 

To a corporation in the 52% 
bracket, the 2%% interest on the 
reserves is equivalent to earning 
over 5% taxable income. 

To the executive, the premium 
payments do not represent taxable 
income, because the company pays 
them. The insurance proceeds are 
not a part of the executive’s tax- 
able estate. 

To the company, there is no in- 
come tax on insurance proceeds. 
Even if only one premium were 
paid before death occurred, there 
is no tax on the gain. 

The payments made by the com- 
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pany to the executive after retire. 
ment, or to his beneficiary if he has 
died, are tax deductible business 
expenses. 


Executive tax savings 


If the executive’s beneficiary re- 
ceives the deferred income, the first 
$5,000 is tax free income. 

Prior to retirement, the executive 
himself pays no income tax on the 
deferred income. He pays tax aften 
retirement only on the money he 
actually receives. In all probability, 
he will pay a lower tax because off 
a reduced income and greater ex- 
emptions, 

Lets look again at the hypotheti- 
cal executive mentioned in the be- 
ginning of this article. He is 40 
years old and has a wife and two 
children. He is in the 60% - tax 
bracket. 

If he were to accept a $5,000 an- 
nual salary increase from his com- 
pany, he would net $2,000 a year 
after taxes, or $40,000 over 20 
years. 

But suppose his company agrees 
to pay him the increase of $5,000 a 
year for 20 years. Assuming the cor- 
poration is in the 52% tax bracket, 
the corporate expense would be 
only $2,400 annually, or $48,000 
over 20 years. 

The corporation could invest the 
yearly cost of $2,400 in an insur- 
ance policy on the life of the execu- 
tive. For this amount, the company 
could probably purchase a $44,000 
20-year endowment policy, or an 
$80,000 whole life policy (partici- 
pating rates). 

Assuming the endowment policy 
is purchased, the company will re- 
ceive the $44,000 endowment at 
the end of the 20-year period. In- 
come tax will be paid on the gain, 
if any. 

The company will then pay to its 
executive $5,000 a year for 20 years. 
Since the payments are a deducti- 
ble business expense, it costs the 
firm just $2,400 a year of tax free 
income to pay out $5,000 as a de. 
ductible business expense. 

One company might leave the 
endowment funds on deposit witl 
the insurance company and simply 
withdraw $2,400 per year. An in: 
surance company would require 
$38,000 to pay $2,400 a year for 2( 
years. 


MANAGEMENT METHOD: 


Another company might take the 
insurance proceeds and use them in 
its business, on the theory that by 
putting the money to use, the com- 
pany itself can earn more than the 
insurance company’s 2% interest 
ate. 

Most companies today prefer to 
und a deferred compensation plan 
vith a whole life policy or limited 
ayment life plan. They pay the 
xecutive his retirement income 
ut of current assets and then re- 
eive the full insurance proceeds 
pon his death, thus becoming re- 
imbursed with tax free income. 

In the case of the hypothetical 
xecutive mentioned above, whole 
ife insurance would almost double 
the amount of endowment: insur- 
ance for the same premium. 

_A key point to remember is that 
company owned business life insur- 
ance policies enjoy favorable tax 
treatment and strengthen the finan- 
cial stability of the firm. 

By using life insurance, a com- 
pany can fund a deferred compen- 
sation plan at little or no expense. 
_ A company can use this method 
to attract a needed executive. 

The method can also be used as 
a strong incentive to hold a key ex- 
ecutive in the company. 

The executive foregoes highly 
taxed income during his working 
years in exchange for income prob- 
ably taxed at a lower rate during 
his retirement years. The difference 
in net dollars can be substantial. 

The executive’s family is guaran- 
teed an income in the event of his 
premature death, during the years 
they need it most. 
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in problems of tax and business in- 
surance in the field of estate planning. 
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1937, and holds the degree of Char- 
tered Life Underwriter. 


APRIL 1959 


VERTI-FILE can save you money! 


Here’s how! The new modern system for filing 
active records... VERTI-FILE...costs as little 
as $3.28 per lineal foot of active filing space— 
whereas a conventional 4 drawer unit costs 
$10.68 a lineal foot. 

You see, an 8-shelf VERTI-FILE provides space 
for 23% lineal feet of files . . . and at the same 
time positions them for 35% faster filing plus 
more efficient usage. A regular 4 drawer file gives 
only 8% lineal feet of storage space. 

So save with VERTI-FILE. 


Call your local DeLuxe dealer or write direct. 


“ 


DELUXE METAL PRODUCTS CO., Warren U7, eras 
A division of the Royal Metal Manufacturing Co. 


DM-59-03 
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Your locked door is an open door to 
crime if you cannot account for all 
original and duplicate keys. 


By a professional, an amateur, or an 
employee, unauthorized entry by key 
results in millions of dollars’ prop- 
erty loss yearly. 


Inventory + Tools « Records « Plans 
Confidential Information + Sam- 
ples * Personal Property + Equipment 
Materials » Vandalism + Furnishings 
Supplies + Cash 


STOP LOSS. Control all your keys 
with TELKEE, the only complete, 
positive system of key control. As 
simply as filing correspondence, 
TELKEE insures you against prop- 
erty loss, saves time spent searching 
for misplaced keys, eliminates even- 
tual re-locking expenses. 


From 21 to 2240 key capacities, 
there’s a TELKEE System to fit your 
property. Prices begin at $19.91. 
Savings in time alone will more than 
pay for TELKEE. The value of 
added protection and convenience 
is immeasurable. 


FREE, “The Key To The Whole 
Thing”, your guide to TELKEE 
protection for your property. Mail 
coupon today. 

P. O. MOORE, INC. 


A Subsidiary of SUNROC Corporation 


P. O. MOORE, INC. 
* Glen Riddle 79, Pennsylvania 


Please send ‘The Key To The Whole Thing’’. 
I'm interested in key control for. 


(Type of property) 
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Thought starters 


NEW PRODUCTS 


New direct dial phone 
system for conferences 


A new Bell system allows direct 
dial communication with as many 
as 36 phones associated with a com- 
pany’s regular exchange. It is de- 
signed specifically for smaller or- 
ganizations or as a supplement to 
other systems in large concerns. 

With this 6A Key telephone sys- 
tem, by dialing a single digit you 
can summon six individuals to a 
phone conference. 

You can also add on an outside 
call with one or more of the tele- 
phones in the system. If a phone is 
busy, your call can be automatical- 
ly connected as soon as the line is 
free; 

The equipment, housed in com- 
pact wall-mounted cabinets, takes 
up little space. 


For more information on this new 
Bell communications system, circle 
number 290 on the Reader Service 
Card. 


Folding machine designed 
for large-volume mailings 


A completely automatic heavy- 
duty folding machine produced 
especially for letterpress shops, 
small printing houses, banks and 
other commercial institutions has 
been announced by Print-O-Matic 
Co., Inc. 

The low-cost Fold-O-Matic can 
act as an auxiliary to larger, more 
costly models, It delivers up to 120 
folded sheets or sets per minute in 
any of eight popular folds. 

The adjustable feed wheels keep 
the folded sheets perfectly aligned 


and moving continuously into the: 
self-stacking tray. 

The electronically-operated Fold- 
O-Matic handles sheets from four 
by four inches to nine by 14 inches, 
singly or in stapled sets up to six 


Downward curved receiving tray holds 
large stack, requires few pick-ups. 


sheets. Only 32 by 14 inches when 


' fully set up, it requires little space. 


It can be stored in a space only 
18 by 14 inches. 


For catalog sheets and additional 
details, circle number 276 on the 
Reader Service Card. ; 


SAFETY 


Give plant visitors 
inexpensive safety specs 


Providing safety glasses for vis- 
itors in industrial plants often pre- 
sents a problem. The glasses must 
be sterilized after each use, then 
stored in envelopes until used 
again. Also, many visitors are care- 
less and forget to return them— 
boosting replacement costs. 

Bausch & Lomb Optical Co.. 
Rochester, N. Y., has an easy solu- 
tion for this problem. They’ve de- 
veloped inexpensive “guest specs’ 


MANAGEMENT. METHODS 


Another example of low-cost Addressograph Automation 


When teacher stays after school, 
there’s more important work than this to do! 


his teacher is being punished for the 
ack of modern methods to perform the 
epeated writing tasks that go hand in 
and with her position. According to 
ecent surveys she has to write the name 
and other repetitive information about 
each of her students on school records 
as often as 64 times monthly. 


Every year, more and more schools 
are turning to modern Addressograph 
ethods to relieve teachers of ‘‘punish- 


Cutting costs 


is our business 


SERVING SMALL BUSINESS ° 
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ing” clerical tasks—to generally reduce 
costs and speed paperwork in such 
activities as registration and identifica- 
tion of students, keeping attendance 
records, making out payrolls and main- 
taining communications. 


Addressograph methods cut the costs 
of writing information that must be 
repeated over and over again on the 
many forms needed to activate and 
control the daily operations of business. 


Addressograph methods are serving 
more than 100,000 users—in every 
department—and in all sizes and kinds 
of business activity. 


To find out how your business can 
profit, ask the nearby Addressograph 
field office for a report on how 
Addressograph Automation can cut 
your costs, or write directly to 
Addressograph-Multigraph Corpora- 
tion, Cleveland 17, Ohio. 


© 1958 A-M Corporation ©Trade-Mark 


Addressagraph-Multigraph 


PRODUCTION MACHINES FOR BUSINESS RECOROS”™ 


(Circle number 101 for more information) 


BIG BUSINESS 
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YOU SHOULD 
CONSIDER 
THIS 
EQUIPMENT. . 
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Photostat® Photographic Copying Apparatus, Junior B Continuous — fast, push- 
button automatic — one of 3 models designed for volume ‘‘in-office’’ photocopying. 


e It makes perfect, sharp photocopies every time. 

e It’s remarkably versatile. 

e It’s dependable . . . not only in the quality of its work 
..- you know what every copy costs. 


e It’s convenient. Just press a button to get as many dry, 
collated copies as you want. 


A central Photostat Photographic Copying station is not for every 
business office. Sometimes it makes more sense to have several desk-top 
units instead. 

Because we market desk-top, desk-side and central station units (as 
well as equipment for microfilm and offset duplicating), we can recom- 
mend the copying system or combination of systems that’s best for 
your needs. 

Just call the nearby Photostat Corporation office or write us. 


Your hey Co complete cay salisgactim |PHOTOCOPYING 


p H OTOS TAT OFFSET 


MICROFILM 
EQUIPMENT 
PHOTOSTAT CORPORATION 
P.O. BOX 1970-MM-* ROCHESTER 3,N. Y. 
PHOTOSTAT ts THE TRADE MARK OF PHOTOSTAT CORPORATION 


(Circle number 144 for more information) 
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made of plastic. They can be im4 
printed with the name of the com- 
pany and offered as souvenirs tof 
visitors. 

Besides being nominal in price,» 
these glasses are lightweight, im-- 
pact resistant and fit comfortably, 
over regular spectacles. 

If you wish more information ony 
these plastic safety glasses, circle num-- 
ber 265 on the Reader Service Card.’ 


SYSTEMS 


Free analysis of checks 


offered by Todd 


Many firms use checks that are 
poorly designed both from an efh-. 
ciency and appearance viewpoint. 
The Todd Co., division of Bur- 
roughs Corp., is doing something 
about this wide need for re-design 
of checks. 

Todd now offers a free check 
analysis service. Companies are in- 
vited to submit sample checks, 
properly cancelled or marked 
“specimen.” 

Each check is rated on a 13-point 
check list. This evaluation includes 
adaptability to electronic process- 
ing, arrangement for accurate bank 
handling, safeguards against altera- 
tion or forgery, advertising and 
public relations value, color, typog- 
raphy, general efficiency and ap- 
pearance. 

For this free check evaluation serv- 
ice, write to Check Analysis Depart- 
ment, The Todd Co., 1150 University 
Ave., Rochester 3, N. Y. 


MONEY SAVER 


Stencil system cuts 
freight addressing errors 


By stencilling addresses and rout- 
ing information directly on pre- 
printed shipping cartons, Johnson & 
Johnson’s Eastern Surgical Dress- 
ings Plant saves both time and 
money. 

The Multistamp Hand Stamp 
Stencil Duplicator prints addresses 
in the appropriate place on the car- 
ton, replacing the old, time-eating 
system of pasting labels to shipping 
cartons. 

Johnson & Johnson found the old 
system expensive because of the 
time and labor involved in process- 
ing the labels, and having to rectify 
errors that occurred when labels 
came off, were disfigured or torn. 


\ 


MANAGEMENT METHODS 


When a customer’s order comes 
n, it is written up and a stencil is 
put at the same time. The stencil 
ravels with the order to the ship- 
bing center. 

Using the Multistamp Dupli- 
ator, J & J estimates about one 
second to address each carton. The 
system now handles up to 18,000 
packages daily. 


For additional information on this 
stencil system, circle number 274 on 
the Reader Service Card. 


SERVICES 


ew marketing research guide 
vailable to business 


The American Marketing Asso- 
iation has just published a new 
ist of marketing research agencies, 
ervices and consultants. Arranged 
Be orephically by states, cities and 
ountries, it includes only those 
firms and branch offices which have 
ompany or individual membership 
filiation with the AMA. 

The list is designed as a quick 
reference for those interested in 
learning of the availability and 
nature of marketing research serv- 
ices in any given area. A code sym- 
bol system gives a general explana- 
tion of each organization's research 
classification and scope of activity. 


Copies are $1 each, and may be 
purchased from the American Market- 
ing Association, 27 East Monroe St., 
Chicago 3, Ill. 


TOOLS 


Pocket-size calculator 
solves math problems 


A circular pocket calculator only 
3% inches in diameter offers new 
methods of making instant mathe- 
matical calculations with a mini- 
mum of error. 

Manufactured by the Cal-Math 
Co., the device consists of two flat 
metal disks, one green, the other 
sold, plus a sliding indicator. Easy 
reading is insured through a new 
metal imprinting process, extra 
large gradations and_ increased 
spacing between scales. 

Cal-Math is accurate to thou- 
sandths. It multiplies, divides, solves 
problems using Pi, among many 
other calculations. 

(Continued on page 57) 
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MN ORN ADO Makes a Machine for 


EVERY CLEANING NEED 


No matter what your cleaning problems may 
be, Tornado makes machines that solve 
them fast, easily and economically. 


For vacuum cleaning walls, ceilings, 
fixtures, radiators, floors (including 
wet pick-up) furnaces and boilers, | 
or for scrubbing and polishing floors 
or shampooing carpets = onada 
is the right machine. 


_ Look for this name when buy- 

ing cleaning equipment, it is — 
your assurance of superb 
performance and rugged- 
ness. There's a Tornado 
distributor near you. 


. Series 400 Hea 
Duty Vacuum. 
Cleaner with re-. 
movable motor 
unit. 


. Pac-Vac the ‘Por, 
able Vacuum 
Cleaner or Alf 
Sweeper. a 


C. Jumbo, the Con- 
version Unit that~ 
turns any 55-gal. 
drum into a Va-_ 
cuum Cleaner, : 


D. Series 300 Heavy 
Duty, Quiet Type | 
Vacuum Cleaner. — 


E. Series 140—house- | 
hold size with com- _ 
mercial cleaner 
ruggedness. 


F. Heavy duty floor 
scrubbing and pol- | 
ishing machine. : 


Bb), 
G. Series 130,137. 
"light heavyweight” — 
Floor Machine. 
For a FREE 
CLEANING SURVEY E. 


and complete literature on 
Tornado machines, just mail 
_ the coupon below. — 


BREUER ELECTRIC MFG. CO. 


5136 NORTH RAVENSWOOD AVENUE ¢ CHICAGO 40, ILLINOIS 


re 


We would like to know more about Tornado Cleaning Equipment. 
CO Send Complete Literature. (Bulletin #901) 
O) Have representative call for my free cleaning survey, 


THIS 
COUPON 
TODAY 


Individual 


Company 


Street 


City 


(Circle number 107 for more information) 


no carbon /required 


TRADE MARK 


WEBCOR, INC. 
saves time and money with 
these NCR Paper Forms: 


Project authorization Warehouse permit 
( Printing work order Meleral record 
Bhs 4d e Purchase price request adjustment 
i NCR PAPER saves more than its cost on Scr tke 
| F Package pass Shipping order 
H Ld Material received Tool order 
j eve ry year, in every department. —WEBCOR, INC., Chicago, III, Material returned Statement 


Parts requisition 


Sub-mfg. order 


Repair order Service dept. 


> 3 . ens = R t of closed ject requisition 
"Time is saved in every department through forms, originals and copies, are picked up as Sei oat «Gast cre 


Purchase order revision leave of absence 
the advantages of NCR {No Carbon Re- a unit. And our employees favor the new Gharaaiceaees CrediPmeno 
Fi quired) Paper. This repays the yearly cost paper because it is clean and produces In-warranty report Shipping memo 
| of NCR Paper every six months. sharper, clearer copies. Warranty check request Delivery ticket 
“The productivity of our clerical staff is “NCR Paper has proved to be a highly hee wate aes 
increased by the easier and quicker forms profitable investment for us." 2 Sa oe 
handling made possible with NCR Paper. We W.Q: 


do not have to insert or remove carbons— 


: ; HOR, letzter, 
nor collate originals and copies. NCR Paper 


Vice-President of Webcor, Inc. 


ASK YOUR FORMS SUPPLIER ABOUT NCR PAPER 


ANOTHER PRODUCT OF 


THE NATIONAL CASH REGISTER COMPANY, DAYTON 9, OHIO 
1,039 OFFICES IN 121 COUNTRIES ® 75 YEARS OF HELPING BUSINESS SAVE MONEY 


(Circle number 141 for more information) 
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MANAGEMENT METHC 


It is unaffected by atmospheric 
corrosion, and is abrasion resistant. 
It retails at $4.95, and can be ob- 
tained directly from The Cal-Math 
He P.O. Box 5536, Philadelphia 43, 
a. 


OFFICE SPACE SAVER | 


Top executive puts his 
office in an elevator 


Short on space? Have you con- 
sidered every possibility of putting 
square footage to more productive 
use? 

Here’s an extraordinary example 
of salvaging little-used space. It 
might spark more conventional con- 
versions. An oversize freight eleva- 
tor in a five-story plant has been 
transformed into an executive's pri- 
vate office! 

This unique “up and down” office 
is in use at a large textile mill in 
South Carolina. The movable room 
boasts all the usual executive ap- 
pointments — wall-to-wall carpeting, 
panelled walls, telephone and elec- 
tric heating made possible by long 
under-floor leads. 

But unlike most executives, this 
manager can press a button to raise 
or lower his office to the floor level 
of the supervisor he wants to see. 


TIME SAVER 


New chart typewriter 
makes charting easy 


A completely new development 
‘in typewriters is the Chart-Typer, 
a machine that saves hours of pen 
and ink drudgery. With it, any 
typist can type the most complex 
chart material. 

The keyboard has a normal up- 
per case alphabet and _ figures. 
Instead of lower case letters, the 
machine has 27 different chart 
‘symbols. The charting symbols are 
in shift position and the letters are 
in the normal position. No shifting 
is required when either “chart typ- 
ing” or “regular typing.” 

A simple-to-adjust attachment 
permits the typing of charts on any 
kind of chart paper, accurately 
scaled and aligned at all times. 

The machine can type for offset 
printing production when a simple 
carbon ribbon attachment is added. 

For more details on the Chart- 
Typer, circle number 277 on the 
Reader Service Card. 
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HOW MUCH 
OF A BARGAIN 
MUST A 
PHILLIPSBURG 
INSERTER BE 
BEFORE YOU'LL 
BUY ONE? 


ere 
TINSEL 


The women — bless ’em — love a bargain. But somehow we men. folks 
don’t trust a bargain. A bargain doesn’t always have to be picked up 
from the Mark-Down counter. Executives who recently have been 
pokin’ around the mail room know a bargain when they see the Phillips- 
burg Inserter. Rising postage costs and dislocated help... overtime and 
supervisory time . . . overhead and understaffing . . . all create a 
pressing need for self-servicing the mail — mechanically! The Phillips- 
burg Inserter is a bargain any way you look at it. . . for big or little 
mailers. It pays for itself many times over by automating the gathering 
and stuffing of mail matter. Where’s that trading instinct Mr. Bargain 
Hunter? Have fun with that coupon. 


FINER PRODUCTS THROUGH IMAGINATION 


Bell ¢« Howell 
Phillipsburg 


PHILLIPSBURG, NEW JERSEY 
Successor to Inserting and Mailing Machine Company 


PHILLIPSBURG INSERTER 


Bell & Howell Phillipsburg Co., 14 E. Jackson Blvd., Chicago 4, Ill. 
Send brochure, ‘‘Modern Mailing through Mechanization” 


Have representative call to arrange demonstration 


Send Case History Study on ———__ 
{type of business) 
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QUICK 
COPIES 
QUICK 
COPIES 


QUICK 
COPIES © 


QUICK 
COPIES 


QUICK 
COPIES 


A:B-DICK® 


Good photocopies—black on white, accurate, permanent 
... of anything printed, duplicated, typed, written, 
drawn or photographed .. . from opaque, two-sided or 
transparent paper, white or colored, heavy cardboard 

or pages bound in books or magazines .. . 

Time: less than a minute . . . Cost: pennies. 


The A. B. Dick photocopier handles all copying 
requirements, not just part of them. Easy to use, too...no 
messy developing trays. Call your A. B. Dick Company 
distributor, listed in the yellow pages, for information 

or a free demonstration. Or mail coupon at right. 


Achievement through Innovation 


MANAGEMENT METHODS 


G 
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GOT HIGH-PRICED HELP 5 
e LOOKING FOR RECORDS ¢ 


} A LOW-COST “CONVOY” ¢ 
e STORAGE FILESe 


What a time and 


are instantly available. 
money-saver today! 

Rigidized permanent Drawer and Shell 
construction eliminates shelving and costly 
searching (the biggest item). 


All this at half the cost of steel because 


“CONVOYS” are heavy duty 
corrugated board processed to 
remarkable strength. 


Sizes: letter, legal, check, 
deposit slip, tab card ... 
10 others. 


There’s a dealer 
near you — or write 


CONVOY, Inc. 


Station B, Box 216-M 
Canton 6, Ohio 
(Circle number 117 for more information) 


QUICK 
COPIES 


QUICK 
COPIES 


Please send full 
information about 
the new A. B. Dick 
photocoprer. 


emasso ria ts ao) ios 


| A.B. DICK Company, vent. xa1-49 
5700 West Touhy Avenue 
Chicago 48, Illinois 


Name 


Position. 


Company 


Address 


City 


Zone State 


a 


oS Baie EE AG a a ae 


(Circle number 123 for more information) 


APRIL 1959 


How to use 


a curved partition 


mm Title Insurance & 
Trust Co., Los Angeles, faced this 
problem: Its public relations de- 
partment needed maximum work 
space to accommodate many desks. 
Yet its on-view-from-lobby location 
called for an attractive reception 
area. 

How could the company achieve 
a separate, uncluttered reception 
room without sacrificing much 
needed working space? The answer 


was found in a reverse S wood 
partition. 

This curved panelling, designed 
by Desmond Brothers, creates a 
distinctive reception area in mini- 
mum space. At the same time it 
gracefully hides the actual work 
area from the view of visitors. 

At the end of the S, ivy patterned 
translucent Plexolite partitions give 
a light and airy feeling to the hall 
while retaining privacy for offices. ™ 


Flowing curved Sammara panelling separates reception area from working space 
beyond. Natural grain and warmth of wood is highlighted by semi-gloss Deft finish. 


Straight panelling takes off from end of the S, creating a neat hallway to offices. 
Generous use of translucent panels adds to apparent width of passage. 


5 9 


4 
*Shortest distance between 
dictation and the mail chute - 


toe modern Royal Electric! 


$2 FO rey 


NEW GUARANTEE! Famous Royal reliability is now backed 
by a unique one-year guarantee. Fewer interruptions... faster, 
- easier work...and lots more of it every day! 


MATCHLESS REPRODUCTION! No faint, heavy or jagged 
characters. You get perfection in print every time. 


EASIER OPERATION! Exclusive Magic® Margin and Twin 
Pak®—the instant-changing ribbon fingers never touch—spare 
muss and fuss, save time and cut fatigue. 


FREE TRIAL, BETTER TRADE-IN! Call your Royal Representa- 

tive for a free demonstration today. You’ll find him listed in the 
Yellow Pages of your phone book. Your old typewriters are 
worth more than you think in trade. 


* CAN TERBURY PICA, one of 74 Royal type styles. Now guaranteed for a full year, there are already more 
Pick the one that reflects the character of your business. Royal Typewriters in office use than any other make. 


the business-minded ROYAL electric 


Product of Royal McBee Corporation, World’s Largest Manufacturer of Typewriters. 
(Circle number 146 for more information) 
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Stop wasting your time 
(Continued from page 38) 


should have to dictate the reply 


himself, he has a reminder in front 
of him and wastes no time trying to 
remember what he wanted to say. 

Many executives are too wordy. 
Be concise and specific. If “go 
ahead” is all you want to say, why 
take three paragraphs to say it? 

Dictating equipment saves time. 
You can record your thoughts while 
they are fresh, rather than having 
to wait until your secretary is free 
from other chores. You don’t have 
to slow down to her shorthand 
speed or stop for corrections. And, 
if you have a portable recorder, you 
can dictate any time of day or 
night. 

Systematize routine correspond- 
ence by making prefabricated let- 


~ ters, paragraphs or phrases. Well 


conceived, these can sound more 
natural, correct and courteous than 
freshly dictated material. The letter 
can be freshly typed for each an- 
swer, but having the meat of it 
already written saves both you and 
your secretary time. 

Don't let the impressiveness of a 
letter keep you away from your 
phone. Although the theory that a 
letter is superior to a phone call is 
hard to kill, writing the message 
might take twice the time it does to 
tell it. 

Interruptions are unavoidable, 
but you can make them work for 
instead of against you. 

Systematize as many reports and 
contacts as possible. If you're not 


Wide World Photo 


“Most of us can do three or four 
times as much as we ordinarily do 
without lengthening working hours 
or driving ourselves to exhaustion 
by the day’s end.” 


DR. FREDERICK W. TAYLOR 
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The Rath Packing Co. trims waste, 
cleans up with COTTON® 


*Fairfax toweling used by The 
Rath Packing Company is sup- 
plied by Waterloo Clean Towel 
Service, Waterloo, Iowa. 


® One of the largest and busiest meat packers located right in the farm- 
ing areas of the U. S. is The Rath Packing Company. Growing with the 
industry for 67 years, the packers of ‘Black Hawk” meats operate a mod- 
ern efficient plant in Waterloo, Iowa, and depend on cotton toweling for 
essential cleanliness and economy. 

Pointing to a substantial dollar saving in six years of cotton towel sery- 
ice, Rath management also emphasizes the elimination of litter in passage- 
ways and wash rooms. Rath’s experience parallels that of other forward- 
looking businesses: cotton does the job. 

Why not look into the advantages of cotton toweling or towels for your 
plant, building or institution. For further facts, write for free booklet to 
Fairfax, Dept. R-4, 111 West 40th St., New York 18, N.Y. 


Here’s How Linen Supply Works... 


You buy nothing! Your linen supply dealer furnishes 
everything at low service cost—cabinets, pickup and 
delivery, automatic supply of freshly laundered towels 
and uniforms. Quantities can be increased or de- 
creased on short notice. Just look up LINEN SUPPLY 
or TOWEL SUPPLY in your classified telephone book. 


Clean Cotton Towels... 
Sure Sign of Good Management 


ST PO 

6 “A, 
® 
Co 


Fairlax: Towels ‘& 


xTiLe 


WELLINGTON SEARS COMPANY, 111 WEST 40TH ST., NEW YORK 18, N. Yu 
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: Are Your Filing Metho 
As Fast as Your 


VISIBLE | 


VERI-VISIBLE 
_ speeds the availability of 
‘source material for 


‘AUTOMATION 


Filing edge-punched cards in Acme Veri-Visible 
units enabled a major manufacturer to realize 
a 20% savings in their customer order process- 
ing and billing routines. The immediate visi- 
bility of the cards in Veri-Visible cabinets, 
readily accessible and comfortably convenient, 
effects definite reduction in operator's fatigue. 


_» Electronic machines produce punched cards and tapes 
at astounding speed. Once punched many become 
permanent records to be used over and over again. 
_ Acme Visible Records and equipment provide for 
filing and fast finding, with SEEABLE indexing speed 
__ handling of this material to keep pace with machines. 


Tl 


i 
r 
af 


ACME VISIBLE RECORDS, INC., Crozet, Virginia 
We are interested in filing C-459 
C Tapes (approx. length)____ 
{_] Edge-punched cards 

(] LBM. Cards 


(Approx. number _ 
of records) 
Company. LL 
Attention 
Adges LL 
City Zone State. 


Acme makes the most complete line of visible record 
equipment in the world, Let us show you how to save 
time, labor and money with an Acme Visible Record 
System designed to meet your specific requirements. 


ACME VISIBLE RECORDS, INC. 


Crozet, Virginia 
District Offices and Representatives in Principal Cities 


(Circle number 100 for more information) 
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“Budget your time as carefully 

as you budget money and you'll 
reduce waste and frustration, 
develop better balance of major 
and minor activities, and increase 
your capacity for important work.” 


GENERAL GEORGES F. DORIOT 


always bothering others on minor 
matters, they will take the hint and 
won't interrupt you as much. 

Tell your secretary what times 
you definitely want to be alone. She 
can head off interruptions before 
they reach you. 

Discuss and coordinate your time 
schedule with those with whom 
you work. Let them know what 

time youve allotted for your own 
work, what time for conference. 

Make your appointment times as 

brief as possible. When a visitor 
comes in, tell him politely how 
much time you have to talk to him. 
He'll come to the point faster, and 
respect you for getting things done 
quickly. 

Telephone, letters, interruptions: 
cut the communications corner and 
your overtime hours drop. 


m™ The executive who knows exact- 
ly what the range of his duties is; 
who plans and schedules his jobs 
in the most efficient manner pos- 
sible; who delegates responsibilities 
that others can do as well as he; 
who can streamline his office activ- 
ity—is the executive who can call 
his time his own. 

Of truly efficient executives, 
AMA president Lawrence Appley 
says, “They aren't whirling der- 
vishes of activity. Nor are they 
supercharged, constantly working 
at top speed. On the contrary, ener- 
gies are frequently well channeled 
‘and their demeanor often one of 
poise and quiet assurance. In sim- 
ple terms, they are inspired—but 
inspiration is accomplished by plan- 
ning and organization.” ™ 
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How To Get Things Done 
‘Better And Faster 


BOARDMASTER VISUAL CONTROL 


3 Gives Graphic Picture — Saves Time, Saves 
Money, Prevents Errors 


yy Simple to Operate — Type or Write on 
Cards, Snap in Grooves 


yy Ideal for Production, Traffic, Inventory, 
Scheduling, Sales, Etc. 


ye Made of Metal. Compact and Attractive. 
Over 350,000 in Use 


Full price $4g°° with cards 


| FRE E | 24-PAGE BOOKLET NO. M-300 


Without Obligation 


Write for Your Copy Today 


GRAPHIC SYSTEMS 
55 West 42nd Street e New York 36,N. Y. 
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FIGHT CANCER 
WITH A CHECKUP 
(See your doctor) 
AND A CHECK 
(Send if now) 


TO 


AMERICAN 
CANCER 
SOCIETY “¥° 


BUSINESS COURSE 


S 


LEARN TO APPLY 
ELECTRONIC COMPUTERS 


> Data Processing needs 
Trained Personnel 
TO: Take a new look at established 
practices 
Devise new systems and 
procedures 
Reduce office costs 
> Business Electronics Inc. will help you 
prepare on the job or at home with 
PROGRAMMING FOR 
BUSINESS COMPUTERS 
A Home Study Course designed for 
inexperienced people, developed by 
Business Computer Experts 
> Take advantage of BE’s 3 years 
successful experience training 
personnel for EDP 
= 


Write for Free Brochures: 
BUSINESS ELECTRONICS 
INC. 

Educational Div. 


420 MARKET STREET 
SAN FRANCISCO, CALIF. 


Het’ 
yea eee if 
eee iiss 
ms 
pctnnre 
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Management 


Methods 


the powerful 
new force 


in the 


Management 


Market 


3 


Cir 
NATIONAL VAN LINES «. 


Pioneers of 


NATION-WIDE 
MOVING 


America’s Leading Industries Choose 


BENTSON 


OFFICE FURNITURE 


NATIONAL VAN LINES—for dependable deliv- 
ery anywhere in the country! For dependability 
in the office . . . it’s Bentson! Here Bentson provides 
pleasing beauty combined with sturdy construction 
and design so every job can be done faster, better 
and with greater comfort! Any office planning is 
made easy from a wide selection of colors, styles, 
models and functions. Plan with Bentson... your 
dealer will gladly help. Send for our complete line 
catalog. 


Get a colorful 
catalog from your 
Bentson Dealer 


or write to— 


BENTSON MFG. CO. 


657 HIGHLAND AVENUE 
AURORA, ILLINOIS 
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COMPANY-WIDE CONTROL 


How Owens- 


Corning speeds up 


inter-plant 


communications 


With its new high speed communications 
system, Owens-Corning Fiberglas Corp. 
has linked its nationwide facilities to- 
gether to improve service to customers. 
Improved service alone covers the cost of 


the system. 


Ms or the company whose operations 
are in different parts of the country, a teletype system 
can cut communication delays and improve customer 
service. 

Owens-Corning Fiberglas Corp. has linked eight 
plants, 36 sales offices and 10 communications centers 
with its new, high speed, 12,850-mile system. 

The company reports these advantages: 
m™ Product deliveries are speeded. 
m™ The job of keeping stocks at a minimum is made 
easier. 
= Customer inquiries get more prompt answers. 
™ Management control has been strengthened. 


m The possibility of human error has been greatly 
reduced. 


How the system works 


The system has three key elements: 


The teletypewriter—which sends and receives mes- _ 
sages. 


The message tape—on which the different informa- 
tion is coded and sent. 


The switching center—where complete control and 
supervision of the nationwide system is maintained. 
To send a message, the teletypewriter operator types 


MANAGEMENT METHODS 


The teletype supervisor for Owens-Corning Fiberglas Corp. 
Operates the originating machine of the company’s 

new high speed communications system. Similar 
teletypewriters send messages from eight plants, 36 branch 
offices and 10 communications centers to the switching 
center where they are automatically redirected to their 
proper destination. 


This is the control board of the switching center of the 

new communications system installed in downtown Toledo, 
Ohio. The control board indicates the message activity 

of the system designed to improve service to customers 
and to expedite internal communications. 


These are some of the re-perforator transmitters for 
receiving and sending in the switching center in Toledo. 
These machines redirect messages to Owens-Corning plants 
warehouses, and distributors throughout the country. 
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AVERW, 


self-adhesive 


file-folder labels 


save secretarys time-- 
save boss's money! 


Office studies prove AVERY 
self-adhesive File-Folder LABELS can defi- 
nitely save you time and save your boss money. 


Little wonder — they give quick, positive 
identification to all file folders ...and they're 
a breeze to apply! Best of all they need no 
moistening —no messy mucilage to lick. Just 

x stick °em on... and they 
stay on... neatly, firmly. 


Available in a 
bouquet of ten 
fresh colors, 

plus white — for 
bright, efficient 
color coding... 
in sheets of 8 
labels each with 
guide lines for 
uniform typing 
...and the last 
label won’t slip 
in the typewriter 
because of the 
extended backing 
sheet! 


i) 
| AVERY LABEL COMPANY, Div. 150 

' 417 Liberty St., New York 6 © 608 S. Dearborn St., - 
Chicago 5 «© 1616 S. California Ave., Monrovia, 
; California * Offices in Other Principal Cities. 
' 
1 
1] 
| 
i 
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) 
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’ 

' 
Please send me samples of Avery file folder Labels. : 
' 

' 

i] 

i] 

‘ 

' 

i] 

] 

' 


WRITE TODAY for 
your FREE samples 
of AVERY file folder 
LABELS... 


Position 


My Name. 


Company___ me 
see ‘em, try ’em, 
buy 'em at your 
stationery dealer! 


Address. 
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Count BOTH and 1,001 
Other Items with 


VARY-TALLY 


Multiple-Unit Reset Counter 


To know WHICH prod- 
ucts, styles, sizes or flavors 
are “hot”? and WHICH are 
dragging their feet — 
COUNT! Whether you are 
a manufacturer or mer- 
chant, distributor or dealer 
— Vary-Tallies can tell you 
quickly How Many of 
What, Where and When — 
Now as against Last Year, 


VEEDER-ROOT INC. 
Hartford 2, Conn. 


How to tell a 
"Better Mouse Trap 


from a : 
" Profit Trap 


Compactly set up on stands in tiers, 
the Vary-Tally can be supplied in any 
of 66 combinations, up to 6 banks high 

and 12 units wide with a minimum of 

2 units wide. Also single units. 


Last Month or Yesterday. 
Traffic engineers, estima- 
tors, laboratories, ware- 
houses, offices, restaurants, 
mail and phone order de- 
partments, payroll people 
and many others find keep- 
ing score is no chore witha 
Vary-Tally. What do you 
want to count? Write for 
news sheet and prices. 


Chicago 64, lll. © New York 19, N. Y. 
Greenville, S.C. * Montreal 2, Canada 


@® Offices and Agents in Principal Cities 


“THE NAME THAT COUNTS”’ 
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Find them in— 


PRACTICAL SOLUTIONS 
To Managment Problems 


THE DECISION-MAKERS 


by Richard R. Conarroe, 
Editor of Management Methods Magazine 


— ee 


Sixteen idea-packed chapters reveal the professional manager 
with his sleeves rolled up, making the kind of imaginative 
decisions that bring a company out on top. 
Follow these top flight executives as they show you by their 
own example how to create tomorrow’s sales now . . . predict 
and reach distant growth goals . . . build a management staff 
. . . handle public and private finance . . . win cooperation 
from your union . . . get a new plant with no capital outlay 
. work harder without ulcers . . . and scores of other real 
problems with solid, imaginative solutions. 
This big 8%”x11” book is fully illustrated and beautifully 
bound. The cost is only $10 per copy, with quantity discounts. 
The book is available on a 10-day free trial basis, It makes 
an appropriate gift for business associates or college library. 


Bureau of Business Practice, 
513 Garfield Ave., New London, Conn. 


Sirs: Please send me a copy of The Decision-Makers, ai $10, 
on a 10-day free trial basis. 


Name 


Company. 


Address 


City State 


Check enclosed 


Zone 
1) Billme {Bill my company 


a 
? 
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on a keyboard similar to a typewriter’s. Instead of 
typing characters, the teletypewriter punches holes in| 
a specially treated strip of paper, called the message | 
tape. The holes represent letters and numbers. When | 
the tape is fed into the sending equipment, the holes | 
actually transmit the message. : 
The operator punches a two-letter code at the be=) 
ginning of each tape. This indicates the destination | 
of the message to the sending equipment. When the 
completed message is punched, the operator places 
the prepared tape in the automatic transmitter, and_ 
the message is sent on its way. 
All messages go immediately and directly to the 
switching center, which for Owens-Corning is located 
in downtown, Toledo, Ohio. It is the heart of the 
communications system. There, the messages are 
processed, automatically checked for error, and re-_ 
routed to their destinations. There is no waiting for 
other messages to be cleared and there is no further 
manual handling needed. 


How errors are prevented 


Several safeguards have been engineered into the 
equipment at the switching center to prevent the loss 
or misdirection of messages. If something goes wrong— 
an incorrectly punched destination code, for example 
—the tape goes onto a special machine. Simultaneously, 
an alarm sounds to alert an operator that a tape needs 
attention. The operator then redirects the message to 
its proper destination. . 

A further advantage of the teletypewriter communi- 
cations system is that the perforated message tapes 
carry coded information for automatic data card 
punching without the normal risk of manual error. 

A control board at the center provides up-to-the- 
minute information regarding the status of all lines 
and stations on the system. It also allows full, direct. 
control of the entire operation from one spot. ; 

Previously, Owens-Corning messages had to be re- 
layed by hand through a network of circuits. Now, 
they are routed from the point of origin, through the 
switching center, and on to the destination without 
delay or confusion. 

Information can be dispatched simultaneously on as 
many as 10 two-way circuits. 


Built-in flexibility 


The equipment and private line network of the 
system are designed to handle a certain number of 
anticipated messages at the present time. But all parts 
of the operation have been engineered to permit sub- 
stantial growth of both the number of locations and 
private lines without major changes. 

Owens-Corning reports that its fully automatic com- 
munications system is more economical, more efficient, 
and more effective than older, manual systems. In a 
matter of minutes, the new system can distribute 
information needed to service the requirements of 
scattered plants, warehouses, and customers. 

Because the system was recently installed, Owens- 
Corning officials say it is hard to estimate significant 
savings. But they say the improved service to cus- 
tomers and the speed of internal communications 
alone almost pays for the system. ™ 
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hanks to XEROGRAPHY... 


LAWRENCE M. READ, secretary-treasurer of National Credit Office, Inc., in NCO file room containing thousands of financial reports for client consumption. 


lational Credit Office, Inc., Gets Higher 
Juality at Lower Cost, Reproducing... 


ational Credit Office, Inc., 2 Park 
venue, New York City, the largest 
ecialized mercantile agency in the 
yuntry, distributes detailed financial 
atements and reports to its clients on 
year-round basis. Additionally, it 
akes available to them fully docu- 
ented market surveys, some running 
ore than 100 pages, on specific indus- 
ies such as electronics, textiles, auto- 
Otive, etc. 

A third service is the annual updat- 
g and reproduction of a 367-page 
anual used ina correspondence 
urse on credit and financial analysis. 
Before NCO installed XeroX® Mod- 
1218 copying equipment, time limi- 
tions made it necessary to condense 
to retyping much of the interesting 
tail in the original reports. 

Now at NCO, the Model 1218 
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equipment copies two original pages 
at a time onto an 11”x17” offset paper 
master. Each master is cut in two, and 
multiple copies are then run off on an 
offset duplicator. Runoff prints are of 
high quality—sharp black on white. 

Model 1218 copying equipment op- 
erates on the electrostatic principles of 
xerography and is dry, clean, and fast. 
It is able to enlarge, reduce, or copy 
size to size. 

Credit managers find all details, even 
signatures, exactly as originally submit- 
ted to NCO. NCO says the quality of 
reproduction, a prime selling point for 
its service, is excellent. 

Xerography’s speed and accuracy en- 
able NCO to handle peak loads efh- 
ciently, especially during the first quar- 
ter when most financial statements are 
received. Girls operating the Model 


(Circle number 130 for more information) 


@® SPECIAL CREDIT REPORTS 

® MARKET RESEARCH DATA 

@ CORRESPONDENCE COURSES 
IN CREDIT AND ANALYSIS 


1218 equipment prepare more than 
50,000 masters a year, effecting a sav- 
ing of 50% in reproduction costs com- 
pared with their previous photographic 
method. 

Xerography, the world’s most versa- 
tile copying process, can help you, too, 
Write for proof-of-performance folders 
showing how xerography is saving time 
and thousands of dollars for companies 
of all kinds and sizes. HaLorn XEROX 
Inc., 59-189X Haloid Street, Rochester 
3, N. Y. * Branch offices in principal 
U.S. and Canadian cities. 

Overseas: Rank-Xerox Ltd., London. 


HALOID 
XEROX 
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330 copies 


in > minutes! 


SPIRIT DUPLICATORS 
PRINT QUALITY COPIES FAST! 


Don’t confuse them with photocopy ma- 
chines. Conqueror Duplicators print 330 
clear, sharp copies in just 3 minutes... .in 
1 to 5 colors at once... of anything typed, 
drawn or written on a spirit master—at a 
fraction of a cent per copy! And the new 
Mark IIT models are more efficient than 
ever with these outstanding advances: 


1. NEW FEED TABLE—paper separator fin- 
gers eliminate side rubbers and adjustments. 

2. IMPROVED COUNTER —direct gear drive; 
greater accuracy, top visibility conquer waste. 

3. ADJUSTABLE FEED WHEELS—cgrip pa- 
per at outer edges, give positive performance. 

4. FEED TENSION CONTROL —assures non- 
skip feeding—thin papers to post cards. 


Conqueror Duplicators also include such 
Heyer “firsts” as Copy Positioner Control 
which raises or lowers copy quickly and 
effortlessly ... Visible Fluid Supply which 
conquers the problem of running dry. . 

simple, positive Fluid and Pressure Con- 
trols .. . and the Automatic Start-Stop (on 
electric models) which shuts off the ma- 
chine when the last sheet is printed. These 


and many more exciting features give you 


an outstanding combination found only in 
Conquerors, at no increase in prices! 


Three fine models to fit your needs—two 
electric and one hand-operated. Sold and 
serviced by a nation-wide organization of 
selected dealers, and backed by Heyer’s 56- 
year reputation for superior quality. 


YOU BE THE JUDGE! 
F 


Mail coupon today for new Illus- 

trated Catalog describing complete 
line of Heyer Duplicators and 
Supplies, and information re- 
garding a ONE WEEK 
FREE TRIAL of a Mark DI 
Conqueror Spirit Duplicator. 
No obligation, pie course, 


The HEYER Corporation, 

1832 S. Kostner Ave., Chicago 23, Ill. 
Gentlemen: 

Please RUSH my FREE Catalog and infor- 
mation about a ONE WEEK FREE TRIAL. 


Fe | SS a aE A A ee ee a 
COMPANY. 
ADDRESS. 
OY gr ONE STATE 
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CONQUEROR 


Business z| 


electronics 2] 


Transacter sends data 
from remote locations 


A new system developed by 
Stromberg Time Corp. makes it 
possible to collect information 
at a number of remote sources 
and feed it instantly to a data 
processing center. 

Called the Transacter System, 


Transacter sends facts to data 
center up to three miles away. 


the new device keeps pace with 
the modern data processing sys- 
tems, and eliminates the un- 
avoidably high degree of human 
error in the pre-input stage. De- 
signed to be completely compat- 
ible with other business and 
data processing equipment now 
widely used in industry, the 
Transacter eliminates the need 
for paperwork and clerical opera- 
tions between the source of 
transaction and the processing 
center. 

Typical of the operations in 
which the Transacter System is 
capable of saving time and 
money are job order recording, 


production and inventory con- 
trol, job costing, receipt and~ 
shipment and on-line communi-— 
cation. The equipment is avail-~ 
able on a rental basis. 


or further details on the new 
Transacter System, circle number 
280 on the Reader Service Card. 


New computer accessory 
priced for small business 


A new accessory to its G-15 
digital computer gives Bendix 
Aviation Corp. a system with 
punched card data processing 
capabilities formerly offered only _ 
by far more expensive machines. 

The new equipment, devel-— 
oped by the Computer Division — 
and designated as the “CA-2,”— 
offers small business a compact, 
low-priced punched card com- 
puting system with the same per- 
formance and versatility as many — 
medium-priced computing sys-_ 


"CA. 2” and “G-15” need only half 
of area required by other systems. 


tems. The complete system, con- 
sisting of a G-15 computer, the 
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: ... First in Transistorized Data Processing 


_ Conceived and created by the top technical skills in the industry, 
TRANSAC S-2000 all-transistor data processing equipment is recognized 
as the first and finest. With unmatched speed and incomparable 
quality, TRANSAC S-2000 is the ultimate for accurate, uninterrupted 
data processing ...a new horizon in the state of the art. Philco has _ 


- the resources and the organization to solve your data processing 


problems and assure you long and dependable service. 


PHILCO® 


Government and Industrial Division 
‘ 4700.Wissahickon Avenue, Philadelphia 44, Pennsylvania 


SS NS 


hecks 
banked 
earlier! 


e Checks can be deposited earlier 


when your morning mail is opened by 
a MailOpener. Prompt distribution of 
the mail speeds work, saves time in 
any office. 

© The MailOpener is quick, neat, safe, 
effiicient—snips a hairline edge off the 
envelope without touching the contents. 
Works as fast as you feed it. Can be 
used by anybody. Handles envelopes 
of any size, weight or stock. Three 
models to choose from, hand or electric. 


e@ You can get a trial demonstration of 
the MailOpener in your office by 
calling any Pitney-Bowes office — no 
obligation. Or write for free illustrated 
booklet. 


PITNEY- BOWES 
MAILOPENER 


wav  Pitney-BoweEs, Inc. 
4550 Walnut Street, Stamford, Conn. 


. . originator of the postage meter... 
Offices in 121 cities in U.S. and Canada. 
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FREE: Send for handy desk or wall chart 
of new postal rates, with parcel post 
map and zone finder. 


SPACEFINDERS PAY FOR THEMSELVES 


SAVE TIME 


Clerks file faster with Space- 
finders, save initial cost yearly. 
These proven savings result 
from unmatched visibility and 
accessibility. 


SAVE SPACE 


Each Spacefinder gives you 204 
visible, accessible, filing inches 
—holds a stack of papers 17 
feet high! 


SAVE MONEY 


Handsome Spacefinders cost 
less because fewer units do the 
job. You save rent, filing more 
in less space. 


DO A BETTER JOB 


Because Spacefinders provide 
the speed, convenience and 
economy of shelf files with 
dust, dirt, fire protection of 
drawer files. 


TAB PRODUCTS Co. 
995 Market St., San Francisco 3 
At no obligation, please send Spacefinder brochure 


MAIL COUPON TODAY > 


"a" Fa FS 


rPrRopYpvpuv crs co. 
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| 
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a 


CITY 20 PSCC ONE ae STATE eee 
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CA-2, conventional card readers 
and punches, and a_tabulaton 
leases for about $2,500 pen 
month. 

Power requirements are about! 
one-third less and the installation: 
area is about one-half that of’ 
other systems. The four-part sys-: 
tem can be installed in the aver-. 
age office without any special 
construction. 

For more details on this new 


computing accessory, circle number 
292 on The Reader Service Card. 


New tab card reader 
operates automatically 


A new tab card reader, capa- 
ble of handling 80-column tabu- 
lating cards, has been introduced 
by Friden, Inc. The Flexowriter, 
which can also read ~ normal 
decimal tab card codes, can be 
interchanged with IDP Systems 


Tab card reader on Flexowriter 
produces documents automatically. 


Flexowriter tape or edge-card 
readers to produce business 
documents automatically at 100 
words per minute. When the 
new machine is used in con- 
junction with Friden’s Synchro- 
Duplex Reader, it is possible to 
read tab cards on Flexowriters 
with complete programming 
coming from the Synchro- 
Duplex. 


For further details on this new 
Tab Card Reader, circle number 
279 on the Reader Service Card. 


Logic is built into 
this Westinghouse control 


Here’s an electronic control 
system with a built-in curiosity. 
This characteristic is responsible 
for its reaching logical conclu- 
sions needed for controlling com- 
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plicated industrial processes 
through experimentation. It is 
designed to replace conventional 
systems which perform only pre- 
set, routine control functions. 

Opcom—as this almost-human 
control is called—performs its 
“thinking” like this: When some 
uncontrolled input variable up- 
sets a manufacturing process and 
lowers its yield, the machine, de- 
veloped by Westinghouse Elec- 
tric Corp., experiments automat- 
ically with the control settings. 

Reviewing each remembered 
action, it decides whether it was 
a success or a failure. Based on 
that decision, it initiates the next 
step, and the step after that, until 
it finds the optimum operating 
condition. 

One of these optimizing con- 
trol machines is now at work 

_testing each capacitor produced 
at Westinghouse’s Bloomington, 
Ind. plant. Another is controlling 
processes at Dow Chemical’s de- 
hydrogenation pilot plant in 
Midland, Mich. A third is in 
operation at Sun Oil’s refinery at 
Marcus Hook, Pa. 

If you want more details of this 
Westinghouse unit, which won the 
1958 Industrial Science Achieve- 
ment Award, circle number 291 on 
the Reader Service Card. 


Integrator unit combines 
fixed and variable data 


A new machine called the 
Data-Integrator accepts fixed in- 
formation (such as employee's 
department) from punched 
cards, plus variable data (such as 
overtime or absence) from its 
keyboard. 

_ The device, introduced by 
Taller & Cooper, Inc., is the first 
peripheral data machine to elimi- 
nate preparatory steps such as 
key-punching and verification. 

The information fed into this 
electronic brain is automatically 
combined and punched out on 
tape. The tape can then be fed 
directly to a computer or other 
tabulating machine. 

No larger than a spinet piano, 
the Data-Integrator can be oper- 
ated by any office worker. 

For further information on the 
Data-Integrator, circle number 260 
on the Reader Service Card. 
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LIMITLESS-LIFE DICTATION BELT 
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Cole of Federal Pacific 
(Continued from page 33) 

the field. Numerous independent 
switchboard producers were wor- 
ried, as Federal itself was in 1944, 
about depending too heavily on the 
giants for parts. When Cole’s com- 
pany offered to furnish components 
and parts to these independents, a 
score of them joined up with Fed- 
eral, and became regular customers. 
This in turn gave Federal a whole 
new series of outlets. 


Higher and higher. Oddly 
enough, this success in industrial 
breakers soon led to the same kind 
of challenge Federal had faced a 
decade earlier: the company had to 
expand even further to survive. 


Federal had crawled far out on 
a long limb by going into circuit 
breakers in a big way. Now a 
changing market and the industry 
giants were combining to saw it off 
at the base. The situation at the 
Long Island City panel board 
plant, which assembled low voltage 
electrical equipment for industrial 
and commercial users, was typical. 
More and more Federal salesmen 
were coming in with empty order 
books and tales of the big ones that 
got away. What was happening 
was that industrial users, faced 
with heavier and heavier electrical 
requirements, were switching to 
higher and higher voltage electrical 
systems. Federal, whose product 
lines were strictly low voltage (600 
volts and under), was either losing 
out on bids altogether, or else get- 
ting only small (lower voltage) 
fragments of big, juicy bids. 


On the other hand, the industry 
giants, which did make a full line 
of components, were in an excel- 
lent position to grab off the whole 
of a major-sized order. 


It was a repetition of 1944. Once 
again Cole and his company stood 
at a crossroads. Federal had _ to 
either expand into heavier duty 
electrical equipment, or once more 
settle down to becoming depend- 
ent on the giants—an assembler of 
someone else’s products. This time, 
though, Cole had an established 
product, the confidence born of ex- 
perience in cracking a new market, 
and financial strength. Again he 
decided to expand. 


In 1953, in Scranton, Pa., he be- 
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“Our system of group incentives has helped us keep 
costs down and achieve high quality standards.” 


gan construction of a $2 million 
plant designed to produce switch- 
gear in the 600- to 15,000-volt class, 
and luck was with him. The Atomic 
Energy Commission was planning 
to build a new atomic plant in 
Portsmouth, Ohio. “In the medium 
voltage equipment field, this was 
one of the biggest single bonanzas 
up to that time, and with a plant 
in Scranton, we could get in on it,” 
says Cole. Federal got something 
over $2 million in AEC orders. 
More of same. At the same time 
Cole decided to build in Scranton, 
he discovered that Pacific Electric 
Manufacturing Co., of San Fran- 
cisco, a $15 million a year producer 
of high voltage equipment, was up 
for sale. Pacific Electric’s custom- 


Vice President Romano 


ers, the utilities, were expanding 
as never before. Cole figured he 
would be pushed into the utility 
field—just as he had been forced 
into the medium voltage field — 
sooner or later. The company was 
profitable. There was no_ telling 
when an opportunity like this 
would come up again. He bought 
Pacific Electric for $4% million, and 
turned out to be lucky again. With- 
in 12 months, sales of the combined 
companies reached $30 million. 
Producing almost a complete line 
of electrical equipment—everything 
now from little household circuit 
breakers to huge oil circuit break 
ers—Cole set about rapidly to fill ix 
the remaining gaps. In 1954, he ae: 
quired Gardner Electric Mfg. Co 
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This is the new DUAL-A-MATIC. One of many David- 
son Dual-Liths designed to fit individual in-plant re- 
production requirements exactly. 

The DUAL-A-MATIC introduces new ease of oper- 
ation into high speed, short run offset reproduction. 
Just press a button and let DUAL-A-MATIC take over 
reproducing your forms, bulletins, engineering draw- 
ings, reports and promotional material with wonder- 
ful savings in time and money. Solidly built, too... 
to last several lifetimes of lesser equipment. And 
27% fewer parts assure economical, trouble free op- 
eration. 

There are nine other Dual-Lith models. All open 
doors to increased efficiency and improved, better 
looking company communications. See them soon. 
We'd be glad to send you the name of your Davidson 
distributor ... and a persuasive booklet! DAvipsOoN 
CorPoRATION, subsidiary of Mergenthaler Linotype 
Company, 29 Ryerson Street, Brooklyn 5, N. Y. 
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DAVIDSON CORPORATION 
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29 Ryerson Street, Brooklyn 5, N. Y. 


| want to know more about the new DUAL- 
A-MATIC. Please send booklet and the 
name of my Davidson distributor. 
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of Emeryville, Calif., a producer of 
transformers. Three years later his 
company announced the take-over 
of Roller-Smith Corp., an inde- 
pendent manufacturer of electrical 
instruments. Then in 1958 Federal 
Pacific dealt itself in on the protec- 
tive relay business. 

Up to then only two companies— 
G. E. and Westinghouse—made re- 
lays. Used by utilities, these de- 
vices are little instruments that tell 
giant circuit breakers whether or 
not to shunt power off overloaded 
transmission and distribution lines. 
Their sales are profitable in them- 


selves, but Cole had a more im- 
portant reason for getting into the 
field. 

In plotting a new transmission 
network the first thing a utility does 
is figure out the relays needed. By 
being in on these bids, Federal 
Pacific would get a look-see at all 
other equipment required for the 
system. “This puts us in at the 
ground floor,” says Cole. “If utilities 
are going for different or higher 
voltage equipment, we know it at 
the beginning rather than two years 
later wen they ask for bids on the 
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main job.” 


She’d look terrible—feel 
worse! And chances are she 
couldn’t put out a good 
day’s work. The same goes 
for a miss in a misfit 
chair! That’s why she 
belongs in a Cramer 
Secretarial Posture 

Chair, the chair that 
was made for her. 


Cramer Chairs adjust to 
the individual with simple 
finger-tip controls. Perfect 
seat height and depth, 
proper backrest position 
will fit and sit her 
right. She’ll feel the 
difference because she 
is “Backed by the Best.’ 
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Meanwhile Federal Pacific is go- ‘ 
ing overseas with the product it — 
has in hand. Last year it acquired — 
Federal Pacific Manufacturing Co. ~ 
of Canada, a former licensee that 
did a $4 million volume with a 
generally similar product line. It 
also has 50% control of a newly 
formed English company licensed 
to turn out circuit breakers, and is 
eyeing properties in West Germany 
and elsewhere in Europe’s proposed 
Free Market Area. 

At this stage Federal Pacific 
doesn’t do much “basic” research. 
“We can’t afford to; that’s for the 
giants,” says Cole. However, with 
electronic and other innovations 
gradually moving into the indus- 
trial as well as utility field, Federal 
Pacific is likely to again feel the 
pressures of technological change. 
It may find that it cannot afford — 
not to go into research. If this 
comes about, odds are it will go 
into the research business via 
acquisitions. 

Cole has found that acquisitions 
pay and also save him money. And 
money at Federal Pacific has al- 
ways been a very special problem. 


PROBLEM NUMBER 3: 


How to obtain financing 
for growth 


Good products and initial growth 
serve to open the door for public 
financing. 


= If Tom Cole provided the spark 
that ignited the growth of Federal — 
Pacific, the fuel that kept the ex- 
pansion engine running on_ all 
cylinders was capital. The only 
trouble was that with the company 
doubling and re-doubling in size, 
Cole needed a lot more capital. 

At first, Federal Pacific managed — 
to finance its growth entirely from 
internal funds. But by the time the — 
Stab-lok circuit breaker was estab- 
lished and going great guns, Federal 


Pacific was gasping for cash. With — 


orders rising, increasing amounts 
of money were being poured into | 
labor and material for production 
and for inventory. This was eat- 
ing up cash faster than it came in 
from customers paying for goods 
received. 

Paper profits were high but inter- 
nal cash shortages reached a point 
where Federal Pacific couldn’t pay 
for equipment needed to meet 
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growing production demand. “We 
were making money—lots of it—but 
the cash just wasn’t coming in fast 
enough to keep up with our needs,” 
says Cole. 

Normally this would be the 
sweetest of dilemmas a manage- 
ment could face, but for Federal 
it had special dangers. The com- 
pany was putting all its chips on 
expanding quickly and getting es- 
tablished as a national company 
fast enough so that it wouldn't later 
be nudged aside by its momentarily 
short circuited competition. Lack 
of cash was slowing down this 
process. 


THE ANSWER 


Getting outside capital is one of 
the toughest problems a small com- 
pany has to face. It is always ex- 
pensive and it is often unavailable. 
True, a whole raft of Wall Street 
firms make it a practice to sponsor 
rising young companies. But of 
every 30 or 40 that hopefully tap 
at their paneled doors, only one is 
admitted into the inner rooms. 

Nonetheless, like thousands be- 
fore him, Cole went to Wall Street. 
In the Spring of 1952, Cole ap- 
proached Byllesby & Co. and Hay- 
den, Stone & Co. After a series of 
talks, a look at his operating figures 
and a close study of his cash pro- 
jections, they opened the door to 
public financing. That December, 
Federal Pacific issued 225,000 
shares at $4.50 per share to raise 
$1 million. 

Had Cole approached the under- 
writers before marketing Stab-lok, 
he could hardly have broken 
through a financial house’s defense- 
in-depth of polite assistants to talk 
to the senior partners. But he came 
to them as head of one of the hot- 
test new companies in the electrical 
field. He was first in the market 
with a profitable product in high 
demand. He was in trouble only 
because he was doing so well. All 
he needed was operating cash to 
do much better. The underwriters 
were only too happy to go along. 

Bought up in full, the stock fur- 
nished the means for Cole to keep 
going at full speed. But in mid- 
1953, when the chance came to buy 
Pacific Electric, the high voltage 
producer with high voltage growth 
prospects, for $4% million in cash, 


Federal didn’t have this kind of 
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money lying around. It did have 
Wall Street contacts, a good earn- 
ings record, and good prospects for 
expansion—in conjunction with Pa- 
cific Electric. 

Turning once more to the public, 
Federal raised $2 million with con- 
vertible debentures, and sold $2% 
million worth of stock (the com- 
mon now sold for $5.25). The com- 
pany continued to run on a tight 
cash basis but by late 1953 when 
it had to ante up an unexpected 
$600,000 to finish up its Scranton 
plant, nobody stayed up_ nights 
worrying about where the cash 
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was going to be coming from. 

The following year Cole went to 
the public for the third time. He 
raised $1.6 million in common stock 
(this time at $10 per share); used 
$426,000 of it to buy Gardner Elec- 
tric, and the rest for working 
capital. 

Bugaboos. For a family-owned 
company, two of the bugaboos in 
going public are 1) SEC registra- 
tion, with its consequent disclosure 
of operating data, and 2) loss of 
control. Cole sees no real disadvan- 
tage in disclosing over-all company 
figures. “By then it’s past history, 
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anyway,” he says. Nor was loss of 
control ever a great danger. Fed- 
eral Pacific issued two classes of 
stock. Much of the voting power 
is held by the class B stock which 
the Coles kept well in hand. Right 
now the Coles have about 30% con- 
trol of the company. As new con- 
cerns are added, this percentage 
will drop. But with most of the 
stock widely held, the Coles feel 
secure. Besides, with the record he 
has made in building the company, 
Cole isn’t likely to be challenged 
for the top job. 

To keep the value of his stock 
up—and its leverage as an acqui- 
sition instrument high—Cole has 
adapted readily to the public and 
stockholder relations programs now 
standard procedure in many large 
concerns. Letters to shareholders, 
plant tours for civic groups and 
talks to security analysts—these are 
now part of the day’s work. 

A more basic problem the com- 


‘pany faced as it grew was maintain- 


ing quality in a quality-conscious 
industry. 


PROBLEM NUMBER 4: 


How to raise quality 
at lower cost 


Good design, imaginative work 
methods and group incentives 
push quality up. 

= In the electrical industry, de- 
pendability of product is vital. 
Newcomers, even when their prod- 
ucts have been approved by Under- 
writers Laboratory (UL) tests, can 
seldom crack the market overnight. 

In the low voltage field, early 
distributors shied away from the 
very innovations that made Federal 
Pacific’s Stab-lok circuit breaker 
attractive. They distrusted its com- 
pactness and the fact (new to this 
type of electrical equipment) that 
its ratings could be interchanged in 
a system. 

In the higher voltage products 
where one faulty part can cripple 
a multimillion dollar transmission 
system, and where utilities, tradi- 
tionally conservative, are reluctant 
to adopt anything new or untried, 
Federal Pacific was very much the 
new boy in a very tough school. 

As a small newcomer, it faced 
another challenge. There is little 
price differentiation in the electrical 
equipment field. Rather the empha- 
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sis is on quality, fullness of product 
line and salesmanship. Federal Pa- 
cific needed below-industry costs to 
get higher than industry margins— 
and thus more cash with which to 
expand. 


THE ANSWER 

To assure product reliability, 
Cole took two courses. He went 
overboard on quality and took care 
to acquire companies with solid 
reputations. 

If UL called for a circuit breaker 
capable of being switched on and 
off 10,000 times, Cole designed his 
for a 20,000 cycle and let custom- 
ers know about it. 

Then to make sure that quality 
in the plant kept up to design 
standards, he instituted statistical 
quality control procedures through- 
out his factories and sometimes 
outside them. In its search for im- 
provements, Federal Pacific has 
found its vendors useful. Vice presi- 
dent John Romano reports that the 
company has drawn on knowledge- 
able technicians from vendor con- 


Managing for growth: (I to r) Financial Vice President Harold A. Ketchum, 
Marketing Vice President Robert L. Bobo, and Executive Vice President 
Frank H. Roby. 


cerns for suggestions on systems 
and methods. Federal Pacific’s ac- 
quisition program has also paid off 
in the shop. Last year’s take-over 
of Roller-Smith Corp., a high qual- 
ity, precision instrument maker, for 
example, opened up a pool of tech- 
niques and talents that jacked up 
quality throughout the Newark 
main plant, says Romano. And he 
points to a situation that devel- 
oped soon after Roller-Smith moved 
into its new Newark headquarters. 
Seems a foreman from another 
company division making circuit 
breakers happened to spot the 
procedure Roller-Smith technicians 
were using to test voltmeters. Fig- 
uring it had application in breaker 
testing, he officially proposed the 
idea. It was tried experimentally, 
then was adopted as standard prac- 
tice. The result was Federal Pa- 
cific’s quality control standards for 
breakers were raised just one little 
notch higher. 

Test, test, test. In the high volt- 
age field, Cole licked the accept- 
ance problem by acquiring estab- 
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lished concerns that could actually 
lend their own prestige to the 
parent company. Since then to 
maintain and extend quality, Fed- 
eral Pacific has opened up new 
testing and development labora- 
tories in Palo Alto, Calif. and 
Northampton, Pa., in addition to 
already established labs in Newark 
and San Francisco. But at the 
working level the company counts 
on its foremen to control quality— 
and costs. 

Federal Pacific’s foremen are paid 
a quarterly bonus based on _pro- 
duction — and quality. At regular 
weekly meetings, line foremen meet 
plant managers, heads of depart- 
ments, engineers and sales chiefs. 
Here product difficulties, new tech- 
niques, or complaints are hashed 
over. 

Where possible the company 
keeps workers on an incentive sys- 
tem and for a number of. years 
has been experimenting success- 
fully with group incentives. Rather 
than pay individual workers for the 
number of parts they turn out, this 


APRIL 1959 


wthe more YOU load ap, “Guipto shelf 


No nuts, bolts or tools needed when adjusting Equipto Iron-Grip 
Shelving. Exclusive steel stud permits 60% faster shelf adjustment 
on 114” centers. The more you load it, the tighter it grips, yet shelf 
may be moved easily. You can vary arrangement of drawers, 
dividers, or shelves to suit changing storage needs. Four uprights 
per unit allow units to be moved without disturbing adjacent units. 


Equipto Iron-Grip Shelving is immediately available from stock 
in all sizes, either open or closed, with or without dividers, 
bin fronts, drawers or label holders. Write today 
for complete reference manual No. 485; also free 
booklet “HOW TO SOLVE YOUR STORAGE 
PROBLEMS”, 


E) 


EQUIPTO 
BENCHES DRAWER UNITS LOCKERS EQUIPTO ROBE STOCK CARTS ANGLE 


ii 


615 Prairie Avenue 


Aurora, Illinois 


(Circle number 125 for more information) 


77 


Business. 


UNDERWOOD’'S GOLDEN TOUCH CREATES 
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One Data-Flo* girl outperforms so many old fashioned 
clerks that all fixed clerical costs go down — coffee 
breaks included. 

Almost any office can afford this punched tape sys- 
tem for typing and filing data. Underwood has simpli- 
fied data processing by standardizing components—by 
job-fitting to avoid costly unused capacity—by devel- 
oping an electronic brain that enables simple compo- 
nents to do many jobs at once. 

By selecting universal, clear-cut paperwork prob- 
lems—then seeking simpler, less costly solutions— 
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Underwood has developed remarkable new products... 
% & A digital computer scaled down to office size. 
x & A 7%, lb. electric adding-subtracting machine so 
compact it fits in your hand. 

% 3 An electric typewriter with an entirely new key- 
board design to ease typing strain. 

There are more, of course, and still more on the way. 
For simpler, less costly ways to master paperwork, call 
Underwood. The advice you'll receive is based on 64 
years of experience. Products are backed by over 
2000 expert servicemen. 


*An Underwood Trademark 
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“In a rapidly growing company, internal 
strength must be increased to match 
external expansion.” 


system pays a five- or six-person 
group for the number of assembled 
components they all produce. The 
setup involves less bookkeeping; 
wage calculations, checking and 
tallying operations are cut to a 
fraction. Also, production and qual- 
ity rise, while absenteeism’ drops. 
Workers in a group discipline the 
laggards on their own, says the 
company. 

What next? With its production 
under control, its financial house 
in order, its current markets rela- 
tively assured, Federal Pacific’s 
next problem is: Where now? And 
how? And this question centers 
directly on Tom Cole. 


PROBLEM NUMBER 5: 


How to organize 
for future growth 


Strength for growth means ac- 
quiring human resources as well 
as physical assets. 


s Thomas Cole expects his com- 
pany to make another big leap for- 
ward by this time next year. This 
in turn will bring him up against a 
new type of barrier — an organiza- 
tional one. 


Thus far Cole’s highly effective 
technique of getting his company 
to its present size has been to con- 
centrate directly on one phase of 
operations at a time. First he de- 
veloped a national sales force, then 
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a product, a sales campaign, and 
then an acquisition program in that 
order. When a crisis developed in 
one field or another he would swing 
around to deal with it, then go 
back to his current project. 

“Every successful corporation has 
to have somebody who needles the 
devil out of things; at Federal Pa- 
cific that man has always been 
Tom Cole,” says Vice President 
Robert Graves. 

Cole, who is eminently self-con- 
fident, does just that, openly and 
bluntly. Dissatisfied with the early 
showing of the Scranton operation, 
he tried three different manage- 
ments. “Quite a few executives 
passed through the swinging doors 
at Scranton,” admits one official, 
and though Tom Cole only stepped 
into the presidency at Federal Pa- 
cific last year, there has never been 
the slightest doubt as to who was 
running the show. 

However, there is a limit to the 
number of fires any one man can 
handle at one time. Acquisitions, 
even the best of them, have a way 
of going sour or proving hard to 
digest. Federal Pacific plans to 
grow via acquisitions, some of them 
large ones. This will mean more 
and more operations to keep an eye 
on and bigger and bigger manage- 
ment groups to integrate into the 
company. Just on the basis of his- 
torical experience in other compa- 
nies, its safe to predict this pro- 
gram is going to demand lots of 


top-notch executive time and talent. 

Again, in the sales field, Federal 
Pacific is already selling to three 
national markets: the low voltage 
product handled by distributors, 
medium voltage equipment for in- 
dustrial and utility users, and the 
high voltage business directed al- 
most purely towards utilities. The 
three markets call for different ap- 
proaches, and keeping an eye on 
any one of them is a full time job. 

As its affairs proliferate, Federal 
Pacific is going to have to establish 
and expand the inevitable staff 
groups that large companies need 
merely to coordinate their activi- 
ties. “Cole is going to have to learn 
how to live with a few strong per- 
sonalities other than his own,” says 
an industry observer. 


THE ANSWER 


In some ways Federal Pacific is 
back where it was in 1945. At that 
time it was girding itself to grow 
from small to medium sized opera- 
tions. Now it had to make the 
switch from medium to large. Cole 
had not been unaware of what 
faced Federal Pacific. For some 
time he had been backing himself 


with strong management team- 
mates, and preparing them to 


shoulder some of his own load. 
In 1956, he brought in Harold A. 
Ketchum, an experienced financial 
man, as financial vice president, 
and last year he upped John Ro- 
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This 
MACEYMATIC is the 


LOWEST PRICED 
fully automatic 
vacuum feed collator 


If your office prepares multi-page reports, catalog sheets 
and similar material at frequent intervals, MACEYMATIC 
can save you money. 


1. It does the work normally requiring as many 
as eight girls. 


2. It frees your clerical help for other duties and 
relieves them of a tedious, exhausting job. (Often 
done at overtime rates.) 


3. Since the machine is fully automatic, it’s fast, 
errorless and inexpensive to run. 


Pays for itself in a few months... Hundreds of users, such 
as insurance companies, distributors and other types of 
business, have bought Macey collating machines. Many of 
them have paid for themselves in a few months. 


We'll show you how ... Get in touch with us and we'll make 
a quiet survey of your collating needs. You'll see how your 
company can easily afford a MACEYMATIC...and how 
quickly it can pay for itself out of savings. Complete details 
on request. 


ery MACEY COMPANY 


Ce A Subsidiary of Harris-Intertype Corporation 
| CORPORATION 13835 Enterprise Avenue, Cleveland 35, Ohio 
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“When you diversify mar- 
kets, you must be prepared 
to handle a diversity of 
marketing problems.” 


Marketing Vice President Bobo 


mano, still the company’s  pro- 
duction ace, to vice president, 
and also put him in charge of the 
Roller-Smith operation. Then, eight 
months ago, Cole got Frank H. 
Roby, one of the really big men in 
the electrical manufacturing field, 
into the Federal Pacific fold. As 
vice president and director of 
Square D, Roby had given Federal 
Pacific the biggest run for its money 
in the circuit breaker field, and 
brought it to the point where 
Square D was Federal Pacific’s 
biggest and most aggressive com- 
petitor. 

Cole always had a healthy re- 
spect for Roby’s ability. He handed 
over the operational reins imme- 
diately. “I decided to devote all my 
time from now on to growth, and 
that meant new products and ac- 
quisitions,” Cole says. 

Cole didn’t waste any time. The 
first area he turned to was, ironi- 
cally, fusible equipment. Federal 
Pacific could honestly say it owed 
most of its success to circuit break- 
ers and was entrenched in this 
market about as securely as any 
company could be in any market. 
There was life in fuses yet, and 
Cole figured it was time to wedge 
himself in that market also. What 
he had in mind was to incorporate 
into fusible equipment some of the 
things he had learned from break- 
ers, and in a few short months two 
or three major product lines based 
on these ideas hopped off the draw- 
ing board into production. First 
came the QMQB, a fusible switch 
that operated on breaker princi- 
ples. Then a whole line of fusible 
enclosures—fuse boxes into which 
whole series of interchangeable 
fuse holders could be inserted. Cole 
was doing in fusible equipment 
what he had done in Stab-lok. He 
was building up a fusible line to 
the same depth he had built up the 
circuit breaker line. 


MANAGEMENT METHODS 


Acquisitions. At the same time 
he wasn't neglecting acquisitions. 
Every possible opportunity was 
looked into. “But good companies 
are hard to find now,” Cole says. 
What he was looking for were com- 
panies that would fit into Federal 
Pacific's scheme of things. They 
had to either round out and smooth 
off his product lines or fill in some 
of his market areas, or do both. 

Came the winter of 1958 and a 
shance to acquire Cemco Holdings, 
Ltd. of Vancouver, B. C., by ex- 
sthange of stock. This was a Cana- 
lian company with two plants, a 
ales volume of almost $4 million, 
nd a medium and high voltage 
oduct line that neatly comple- 
nented the low voltage lines of 
‘ederal Pacific Manufacturing Co. 
itd. of Toronto, acquired earlier in 
he year. Cole signed the papers. 
Wvernight Federal Pacific became 
he fourth largest electrical manu- 
acturer in Canada. 

Close on Cemco’s heels came yet 
nother acquisition. Again exchang- 


ng stock, Cole added to Federal 
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Pacific the Economy Fuse & Mfg. 
Co. of Chicago. Economy is the 
second largest factor in the fuse 
business, and had introduced the 
first renewable fuse. Here Cole got 
possible additional earnings for 
Federal Pacific of almost $500,000 
a year. More important, he ob- 
tained the fuses to fit into the fuse 
boxes of his new fusible line. Now 
whatever was wanted in low volt- 
age equipment, Federal Pacific 
could meet the bill, with a fuse as 
easily as it could with a circuit 
breaker. | 

Federal Pacific had come full 
circle. From fusible equipment to 
breakers then back to fuses, from 
low voltage equipment to medium 
voltage and high voltage equip- 
ment then back to low voltage 
again. The company had acquired 
about everything it needed to be 
well rounded. All that was neces- 
sary was to digest what it already 
had. 

Meanwhile Frank Roby got his 
teeth into the company’s problems. 
He was working on growth too, but 


PRACTICAL 
SOLUTIONS 


TO MANAGEMENT PROBLEMS 


Find them in— 


THE DECISION-MAKERS 


by Richard R. Conarroe, Editor 
of Management Methods Magazine 


Sixteen idea-packed chapters reveal the 
professional manager with his sleeves 
rolled up, making the kind of imaginative 
decisions that bring a company out on top. 


You'll want to read THE DECISION- 
MAKERS for pleasure and profit 


Because— 


It gives you some of the country’s most dra- 
matic case histories of modern managers in 
action. 


Follow these top flight executives as they 
show you by their own example 


HOW TO-create tomorrow’s sales now... 
predict and reach distant growth goals... 
build a management staff...handle public 
and private finance... win cooperation from 
your union... get a new plant with no capital 
outlay ... work harder without ulcers 


and scores of other real problems with 
solid, imaginative solutions. 


THE DECISION-MAKERS is expanded 
from the now famous series in Management 
Methods Magazine, “Profile of a New Kind 
of Manager.” Together with narrative case 
studies, it contains how-to interviews with men 
like Lawrence Appley of the American Man- 
agement Association. 


This big 814” x 11” book is fully illustrated 
and beautifully bound in two editions: 


Standard*—blue Fabrikoid, 


silver stamped $10 
Deluxe—genuine pigskin, your name 
stamped in gold $15 


* 10-day free trial basis. Quantity discounts. 
An appropriate gift for business associates, 
management team, college library. 


ORDER YOUR PERSONAL COPY NOW! 


Bureau of Business Practice, 513 Garfield Ave. 
New London, Conn. 


Please send me on 10-day free trial ........ 
copies of Te eae edition of THE DECI- 
SION-MAKERS. 
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Company. 
Address. 
C—O IIe 
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What does an insurance executive read? 


Says Albert B. Myers: “Our entire policy-making group is constantly search- 
ing for fresh approaches that will increase our growth potential and our 
service to policyholders. In this connection, Management Methods has served 
as a valuable source book. It has stimulated our thinking and suggested new 
and improved methods for the solution of complex management problems.” 


Albert B. Myers is the newly elected president of Seaboard Life Insurance Company 
of America, in Miami. 


Management metnops 
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rom an internal direction. A lot 
1ad to be assimilated—new product 
ines and new acquisitions. The 
company had been expanding at 
un accelerated pace. Now it had to 
nake sure its lines of supply and 
communication were intact, its men 
positioned for maximum effort. An 
mside streamlining job was neces- 
sary—and soon. 

Roby’s first move was to take 
Robert L. Bobo, the company’s 
general sales manager, and up him 
to vice president of marketing. The 
change in title was significant. Fed- 
eral Pacific was to be re-organized 
along modern marketing principles, 
with orientation directed toward 
the customer. Roby and Bobo put 
their thinking caps on and burned 
the midnight oil, and soon a com- 
plete re-organization of Federal 
Pacific’s marketing setup was an- 
nounced. 

Drastic changes were made in 
the field; with the company’s seven 


national sales regions increased to 
10, and regional managers given 
across-the-board responsibilities for 
selling all company products inside 
their territories. This meant that 
these managers had less ground to 
cover and were now in charge of 
selling low voltage equipment as 
well as high voltage on a complete 
line basis. Also, three new sales 
managers were created in line sales 
management, one for each of the 
company’s major customer groups: 
utilities, industrial, and distributor- 
contractor. Now the field selling 
effort was still further reinforced. 

Then, on the headquarters level, 
new marketing posts were created 
for each one of the company’s ma- 
jor product groups. These managers 
had complete marketing authority. 
They still had a hand in pricing 
and profit, but no longer were they 
plant oriented. 

It’s too early to say what results 
have been achieved by Roby, Bobo, 


Ketchum, Romano and team, but 
they have the ball and they are 
running. And behind the line is 
Cole quarterbacking the way to 
further and further growth. 


PROFILE OF A NEW 
KIND OF MANAGER 


Today Thomas M. Cole heads a 
company that has expanded 50-fold 
in the past 15 years. During this 
period, the company’s sales level 
has risen from a little more than 
$1 million a year to $70 million a 
year. The number of its employees 
has increased from a few score to 
over 4,000. Its physical plant has 
been enlarged from two local fac- 
tories to a network of 22 plants and 
more than 80 sales offices through- 
out the world. 

More important, Cole has taken 
what was essentially a regional 
operation and carved out for it a 
firm place in the American indus- 


“The size of your financial problems depends on how well other problems are handled.” 
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Financial Vice President Ketchum 


GEORGE W. BUTLER, President, 
Unistrut Products Company. 


ATTRACTIVELY DESIGNED UNISTRUT@®) parti- 
tions, simple to erect, easy to handle, low in cost. 


UNISTRUT@®) offers the world’s most flexible all-purpose 
metal framing for mechanical and electrical supports, stor- 
age racks, display walls—as well as ColorLinerm partitions. 


THIS NATIONAL ACCOUNTING MACHINE handles UNISTRUT’S 
greatly increased bookkeeping and posting operations at less cost. 


“Our C@Yalional System 
saves us’8,300 a year... 


pays for itself every 8 months.” —unistrut Products Co. Chicago, Illinois 


“There are a lot of reasons why 
we'd recommend a National System 
to anyone with record-keeping prob- 
lems,” writes G. W. Butler, President, 
Unistrut Products Co. ““National’s 
flexibility, accuracy and ease of op- 
eration allow us to perform more ac- 
counting functions with less expense 
than ever before. 

“Since all transactions are posted 
mechanically and accurately by our 
National, it has eliminated the fre- 
quent errors that result from manual 


ledger posting. Our operators are 
able to perform more work in less 
time, with far less effort, thus making 
considerable savings. 

“Because of its ease of operation, 
versatility and extreme accuracy, we 
estimate that our National System 
saves us $8300 a year... pays for 
itself every 8 months.” 


ow Bab. 


President, Unistrut Products Co. 


THE NATIONAL CASH REGISTER COMPANY, Dayton 9, ohio 


J039 OFFICES IN 121 COUNTRIES * 75 YEARS OF HELPING BUSINESS SAVE MONEY 
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Your business, too, can benefit from the 
increased efficiency and economy made 
possible by a National System. Nation- 
als pay for themselves 
quickly through sav- 
ings, then continue to 
return a regular year- 
ly profit. National’s 
world-wide service or- 
ganization will protect 
this profit. 
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trial scene. Still expanding, he is 
now eyeing overseas moves — to 


England, continental Europe, and IN Cw... and a lot of 
comfort for 86725" 


other areas—to begin planting the 
roots for further expansion. 

There is a lesson to be learned 
from Federal Pacific Electric Co.’s 
growth that applies to all compa- 
nies, large and small. It is that 
expansion, however rapid and ex- 
tensive, can be safely undertaken 
as long as sound management prin- 
ciples are followed. 

In sparking his company’s growth 
to power, Cole followed the book, 
even though his good timing some- 
times overshadowed the __ basic 
orthodoxy of his methods. 

Before Cole took his first giant ex- 
pansion step, he girded for growth. 
This he accomplished by building 
a sturdy framework of personnel 
and products strong enough to sup- 
port the tremendous effort he had 
in mind and the weighty problems 
that would accompany it. 

To get his toe hold in the market, 
he pursued a policy of seeking out 
soft spots and moving in aggres- 
sively with products to fill them. 

To pay for expenses of expan- 
sion, he kept himself flexible, free 
to adopt whatever method of ob- 
taining capital seemed most appro- 
priate at the time—self-financing, 
public stock offerings, or exchange 
of equity deals. 

To maintain and consolidate his 
gains, he solidified his own organi- 


zational soft spots and moved é 5 
ahead into newer markets. At the tf f /4 Office hi } . 
same time he gained stature and 


acceptance by achieving high qual- a 
ity while lowering production costs. | @ Compare this chair with others costing up to $100, 


Model 28-STA Executive Posture Chair ($71.95 in Zone 2) 
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° ° . A . 2 1 . Executive Chair 
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small company. Light on his feet, | quiet, long-wearing nylon bearings ... and six comfort 
he was able to take maximum ad- adjustments! How about a free demonstration in your 


vantage of his opportunities. office? Your dealer will be happy to prove that this! 
solid Cosco chair is a solid value! 


Back of every action was an over- Model 25-S 
5 - x - A ecretari 
whelming belief in the correctness Find your COSCO Office Furniture dealer in yellow pages Posture Chale 
of his basic approach and this con- of phone book, or attach coupon to your letterhead. $42.95* 
1 ($46.95 in Zone 2) 


Beaousient (orcerto bis arcunents4— —————— — — — — — — — — — —-1 £8 
whether applied to sales, produc- I HAMILTON COSCO, INC. Dept. MM-49, Columbus, Indiana ; % 
tion. or finance. 1 would like a free demonstration of the following COSCO Chairs: 
: ? : © Model 28-STA Executive Chair 0D Model 25-S Secretarial Chair 
Cole 8 methods and techniques © Model 28-TA Executive Chair © Model 27-LA Conference Chair 
are applicable to any small com- 


. . . . <“ 
7e tina grow 
pany, even if it is no a “g l vee rs 


or die” situation. These are: to Fein er 
shape a firm goal, steer to it with | ave $39.95" | 
boldness and doggedness, and meet se Print) ($43.95 in Zone 2) 
competition with strength, rather ut 


* are N ahyde upholstery. Other fabrics slightly higher. Zone 2; Texas and 11 western states. 
than weakness. a All prices shown are for Naugahyde up ery 
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Low-cost way to 
modern accounting methods 


eee ROYAL MCBEE GENERAL 
Lo RECORDS POSTER 


Simplifies your payables, receivables, payroll — 


VOUCHER = INVOICE REGISTER 


= Gl . 
8 EAR TYP TY SS TB Teme fuel te | 


as well as other important accounting jobs 


= Sie Here, in just a single compact device, you'll find 
everything you require to simplify—and mech- 
anize—your accounting. Flexibly, economically, 
without specialized personnel. The new Royal 
ae McBee General Records Poster eliminates re- 
~ petitive writing—can slash your paper-handling 
costs by 60%. With greatest speed and accu- 
racy. In small and medium-sized firms...in 
larger, decentralized companies, too. 


Combining simplic- 
ity and versatility, 
thenew Royal McBee 
General Records 
Poster is quickly 
and easily adapta- 
ble to writing pay- 
ables (above), re- 
ceivables (right) 
and payroll (below). 


Your nearby Royal McBee Data Processing 
Representative will be glad to demonstrate the 
new General Records Poster—as well as other 
Royal McBee machines and methods for cutting 
automation down to size. Phone him, or write 
Royal McBee Corporation, Data Processing 
Division, Port Chester, N. Y., for illustrated 
brochure 8-533. 


ROYAL M‘BEE : cate processing division 


NEW CONCEPTS IN PRACTICAL OFFICE AUTOMATION 
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(Advertisement) 


A BOON TO STOCK FORMS USERS 


Columbia Offset & Hectograph 


Continuous Forms Now in Stock 


Sizes, Plain or Pre-printed 


Offset and hectograph continuous 
forms produced in stock sizes, plain 
or pre-printed, hailed as industry 
firsts which will bring sweeping 
benefits to all users of duplicating 
equipment, were announced by 
Columbia Ribbon & Carbon Manu- 
facturing Co., Inc., here today. 


Faster ordering, streamlined in- 
ventorying, ease of preparation by 
tabulator and typewriter, flexibility 
of use and savings in time and labor 
cost are among the sought-after 
benefits duplicating departments will 
receive. 


The offset continuous forms— 
branded ‘“‘Colitho”—are available in 
the following stock sizes: 8%” x 
Oe S27 eun Ase. x 82 6 
Ave xe O eeandalOn execs Lhe 
hectograph forms—branded “Co- 
lumbia”—are stocked in these di- 
mensions: 97%” x 11”, 147%” x 8%” 
annval WIAA oe I 


Orders will be filled within 24 
hours of receipt for plain forms in 
any quantity up to 10,000. Rapid 
order filling also cuts down the 
necessity of the customer carrying 
a large inventory. Pre-printed forms 
will be shipped promptly. Accord- 
ing to a Columbia spokesman, the 
modest charge for pre-printing will 
be more than offset by the resultant 
reduction in duplicating costs. 


The forms are sprocket punched 
for tabulator use. And they open up 
a wide field of typewriter applica- 
tions as they do not have to be 
continually re-aligned during prep- 
aration—even though a sprocket- 
feed attachment is not required. 


The new continuous forms ac- 
tually are faster and easier to pre- 
pare than cut forms. The continu- 
ous form is inserted in the type- 
writer only once. Employing cut 
forms, the operator has to insert and 
remove each form individually. 


And as the continuous forms are 
available in sizes which are identi- 
cal to the most popular cut forms 
sizes, it’s a simple matter to switch 
over. There are no price differen- 
tials, either, thus making a change 
over a paying proposition. 


The two types of continuous 
forms bring new flexibility of use 
to duplicating. In many cases in 
which a company employs both 
offset and hectograph, the forms 
may be used in combination to uti- 
lize the existing equipment. 


By being able to secure both hec- 
tograph and offset stock continuous 
forms from one dependable source, 
the purchaser is able to achieve fur- 
ther economies and benefits. When 
pre-printing of both types of con- 
tinuous forms is required, the pur- 
chaser is assured complete uniform- 
ity as each form is printed by the 
same source, employing the same 
type faces. 


Columbia’s extensive national 
network of sales representatives is 
available for demonstration of the 
new continuous forms. Further in- 
formation may be had by consult- 
ing the yellow pages or writing to 
Columbia Ribbon & Carbon Mfg. 
Co., Inc., 924 Herb Hill Road, Glen 
Cove, N. Y. or Columbia Ribbon & 
Carbon Pacific, Inc., Duarte, Calif, 
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WITHOUT 


| MESSING as 
: YOUR . 
| HANDS pe 
NEW ROYTYPE * 
PLASTIC TYPE CLEANER “° 


Just press it on type faces... lift it off... 
your typewriter type is as clean as a whistle! 


You can use the new ROYTYPE 
Plastic Type Cleaner over and over 
again—because it’s made of dura- 
ble, flexible, long-lasting plastic. 


Order now from your Mr. Roy Type, ™ 
the ROYTYPE Representative. o 


ROYTYPE 


Products of Royal McBee Corporation, 
World’s Largest Manufacturer of Typewriters. 
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Pitney-Bowes, «Inc. .xckig Picseeck ered ee eee 70 
Agency: L. E. McGivena & Co., Inc. 
Royal McBee Corp. 
Data Processing Div. 86 
Agency: C. J. LaRoche & Co., Inc. 
Roytype ‘Supplies 2 io.roe ut ncateoeee eee 88 
Agency: Young & Rubicam, Inc. 
Royal Typewriter Coy.:...2 en tae.cten ere 60 
Agency: Young & Rubicam, Inc. 
Royal Metal Mig:, GO. e ee ee Cover li 
Agency: William Hart Adler, Inc. 
Shaw-Walker Co.) 23 cone eee ee 7 
Agency: J. Walter Thompson Co. 
The Sheraton Corp. of America .............c:00000 5 
Agency: Batten, Barton, Durstine & Osborn, Inc. 
Standard Change-Makers, Inc. ........ccccccccceeeeseeee 15 
Agency: Poorman, Butler & Assoc., Inc. 
Standard PackagingsGonosn nts 8 
Agency: Smith, Hagel & Knudsen, Inc. 
Stenocord of America Incyte eer 10-11 


Agency: McCann-Erickson, Inc. 

Tab Products Co. niccwree tosses ee ne 70 
Agency: H. M. Leete & Co. 

Lloyd-Thomas (Colce ate eee 2% 
Agency: Klau Van Pietersom Dunlap, Inc. 


Underwood Corp... ccc. sn) eee ee 7é 
Agency: William Esty Co. 


Union. Pacific R: R..ic..ae ee eee r 
Agency: The Caples Co., Adv. 

United Food Management Services, Inc. .......... 2¢ 
Agency: Carr Liggett Adv., Inc. 

VewdereRGotMine ttn ssssciesessnrseccesctletedene 6 
Agency: Sutherland-Abbott Adv. 

Visirecord, Inc. .....:¢0 0 eee Y 4. 
Agency: Malcolm W. McClellan Ady. 

Wellington Sears Co. .......ccceccseeee Wi rnrivit., 


Agency: Ellington & Co., Inc. 


MANAGEMENT METHOD 


Across America, Cole Steel Equipment has been chosen to convey 
the character of. famous corporations, important small businesses 
and thousands of distinguished professional offices. Through func- 
tional design, Cole Steel: furniture increases efficiency and adds - 
dignity to. your office. ‘Dollar for dollar the greatest value in 
steel furniture. Create a “new look” for your office — with Cole. 


, 


8 AOE HM Ue By Ay 


An ideal, smartly styled ay 
rangement for the receptior 
ist who requires a clear des 
top and ample drawer an 
cabinet storage facilities. 


Spacious secretarial desk ar 
rangement with files, records 
stationery supplies at finger 
tip reach. Auxiliary top c 
business machine height. 


combine for your benefit in executive techniplar 


Typical custom arrangemer 
for the business executive ir 
cludes suspended file drawe 
generous storage space, wal 
mounted bookcase. 


Globe-Wernicke executive techniplan, embodying Globe-Wernicke 
every advanced feature of comfort, convenience, and luxury, will be a ae 
constant source of pride and pleasure. The sheer beauty of its contem- makes busine 


porary design will immediately transform your present office into an 
exciting and completely functional working environment. And, because of 
modular construction, Globe-Wernicke metal Executive Techniplan can be 
easily arranged to suit your special needs, yet, stay within the confines 
and space limitations of your present accommodations. Components in- 


a pleasure 


nits, Credenzas, End Legs and-Panels, Custom Hardware, and St SB 3 Sve SRN ooh 


New, free brochure in full color shows many arrange- 
ments, diagrams and color schemes for Executive Techni- 


The Globe-Wernicke Co.© Cincinnati 12, Ohio” 
plan. At all G/W Dealers* or write us direct—Dept. F-4 


“Dealers listed in Yellow Pages under “Office Equipment” 


(Circle number 128 for more information) 


